Some people like to argue. But others don’t. And no matter how clever a 
salesman may be, arguing with a prospect is risky business. There’s always 
the chance that the prospect may feel that his judgment is being questioned. 
And then he is a prospect no longer. @ Of course you can’t agree with every 


Prospect. But you will find yourself in agreement with the majority if the 


McGraw-Hill Publishing Company, Inc. PRIL, 1934 


electric refrigerator you sell is Frigidaire. @ That's definitely proved by the 
fact that there are a million more Frigidaires in use than any other make. 
More people know Frigidaire. More people want it. More people insist upon 
having it. And the dealers who sell it are doing more business and making 


more money. Frigidaire Corporation, Dayton, Ohio. 
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HISTORY 


For considerably more than 
a year now, the Horton 
Auto-Safe Wringer has un- 
dergone the rigid test of 
actual use in American 
homes. 


Dealers have had ample 
experience to appraise its 
worth—on the sales floor— 
in the homes of customers 
—in their records of “serv- 
ice” calls. 


The verdict of this testing 
in the regular course of 
trade is emphatic endorse- 
ment of Auto-Safe as one 
of the most valuable ad- 
vances in the whole his- 
tory of washing machine 
building! 


Valuable to dealers—a 
striking new feature which 
affords the most dramatic 
and convincing demonstra- 
tion on the sales floor. 


Valuable to customers — 
removing the hazard and 
fear of wringing by 
means of automatic safety 
— providing new efficiency 
through exclusive four- 
roll construction. 


Again, with the initiative, 
genius and resources 
which gave America its first 
washing machine, Horton 
has forged ahead in the 
march of progress, 


Oo NAME FOR 63 YEARS 


MILESTONE 
IN HORTON 


SERVICE 


The FOUR J ROLL 


Auto Weinger 


sales feature—its appeal based upon 
amply demonstrated achievement—the Auto-Safe 
wringer has proved its profit value in the actual expe- 
rience of Horton dealers. On no other washer is this 
wringer available — because its exclusive design and 
4-roll construction are fully covered by patents pending. 


The Auto-Safe Wringer is the outstanding feature 
among many exclusive values embodied in the com- 
plete Horton line of washers and ironers. Why not 
get the details now of the sales and profit opportuni- 
ties in the Horton franchise? Ask your wholesaler— 
or write direct for complete information. 


HORTON MANUFACTURING COMPANY 
4401 Fry Street «¢ Fort Wayne, Indiana 


HORTON 
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THE BLUE PENCIL 


OY! Is business getting better! 

Dealers and distributors who 
have been on a Hollywood business 
diet for the past three years don’t 
know how to act now that people are 
popping in their stores and wanting 
to see one of these here electric ice- 
boxes . . . We told you last month 
about two trainload orders for refrig- 
erators—both from Philly distribu- 
tors ... Now Crosley says “Me, too, 
feller!” and reports a trainload order 
going to Chanslor & Lyon Stores, 
Inc., San Francisco, California dis- 
tributors ... Even the publishing 
business is looking up. . . 


Westinghouse, not to be let out of 
the running, says that the Interstate 
Power Company, operating a group 
of central stations in the mid-west, 
have just come through with an order 
for 2,500 electric refrigerators and 
1,000 electric ranges—a half a mil- 
lion bucks altogether . . . Kelvinator 
shipped 20,943 units in February, an 
increase of 300 per cent over Feb- 
ruary, 1933 . . . That’s not all—it 
was the best month in Kelvinator his- 
tory by 228 per cent . . . Leonard, 
too, went 222 per cent over February 
of last year . . . Norge says they are 
sending 65 carloads of refrigerators 
to Moser and Suor, Inc., another rec- 
ord-breaking Kansas City distribu- 


Landers, Frary & Clark are getting 
in early on the urge to do the spring 
cleaning ... They are running a 
Housecleaning Special Campaign 
during March and April, combining 
their No. 435 Cleaner and Model No. 
125 Cleaner both for $31.95 retail 
... The regular price is $38.00. . . 


There will be two big electrical 
expositions this summer . . . the one 
already scheduled for the Century of 
Progress Exposition in Chicago and 
the second annual combined National 
Electrical and Radio Exposition to 
be held at Madison Square Garden, 
September 19 to September 29... . 
Ralph Neumuller, managing director 
of the Electrical Association of New 
York, made the announcement .. . 
Joseph Bernhart will be in charge 
again. . . 
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"1900" MODEL 417 
Wringer: 2” soft rubber rolls. 
Reversible action. Reversible drain board. 
Eight wringing positions. 

Triple Vane agitator. 
6 Ibs. capacity. 


“1900” IRONER 

Steel shoe highly polished, chromium pleted 
or Wwory colored vitreous enamel, as 
desired. 

Lerge diameter 26” roll, open end. Duel 
and pressing control. 

Twin control of operation. Ironing speed 
100 inches per minute. Ruby jewel bull's 
eye heat indicator. 

Clothes ber ond extension shelf—$59.90. 


"1900" MODEL 539 
type sefety release. 
rolls. Reversible action and drain boerd. 

eee swing control. 
Triple Vane agitator. penel clutch and feucet 


6 ibs. capacity. 


OR months we have been preparing 

this new line. Hundreds of thousands 

of dollars have been spent in research 
and development. 

Now we show you everything you need to 
do a successful selling job. Everything you 
need to turn prospects into customers. Every- 
thing to meet competition. Everything to 
make sales and profits. 

There's a “1900” to fit every purse. The 
machines are right. The retail prices are right. 
The dealer prices provide more liberal mar- 
gins than ever before — even on the lowest 
priced model. 

Only 1900's cash purchasing power, 
quantity production, efficient manufactur- 
ing methods and direct-to-dealer sales 
policy makes this great LINE possible. 


T of ber control disconnects 
power and releases pressure, first time ever on low 


price machine. Interlocking 
swinging except when po is 
Reversi le ection end drain boord. 


We have given the whole line a family 
resemblance in finish. But the similarity runs 
deeper into the blood. It extends to every 
detail of the mechanism, which, in every case, 
is “built like a fine automobile.” 

Each one of these washers has a good, de- 
pendable wringer. Each has an efficient wash- 
ing action. Each (excepting Model 707 with 
its famous armored tub) has a VEOS enam- 
eled tub — gleaming white porcelain inside. 

And note these other features common to 
all models: 
14H. P. Motor, rubber mounted on frame. 
Rubber mounted tubs. Rubber castors. 
Machine cut gears running in a bath of oil. 
Case hardened and ground worm. 
Automatic oiling. 

High Pressure Rotary Pump available on o!! 


"1900" MODEL 461 
& 
nple ane pene Pe 
6 lbs. capacity. 
4 
| | 
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ers 


y|New, Smart, Dependable 


mily 
runs 
very 
ase, 


"1900" MODEL 575 
Exclusive “1900” Roll . Touch of release lever 
disconnects er; rolls stop, pressure re- 
leased. Interlocking wringer heed, 23° diemeter 
tub, larger, more roomy—all enclosed. 
2%" Balloon rolls. Die cast frame, chrome pleted. 


Polished Triple Vene agitator. Outside pene! control, 


models at slight additional cost. Specify. 


We invite special attention to the 1900" 
loner and to the new “1900” Compact 


model for dwellers in apartment houses. 


We assert confidently that this new line is 
unrivaled . . . the most complete line of wash- 


ers ever built. And we have been building 


NINETEEN HUNDRED CORPORATION 
Binghamton, New York 


"1900" MODEL 707 1900" MODEL 435 
Exclusive roll stop wringer (same as 575). Compact Type Washer 


Armored copper tub. Single Vane agitator (no center Cadet type Wringer: Entirely new 
post). Automatic Timer. light weight cadmium 
Timken Roller Bearin pressed steel wringer. 
8 Ibs. capeciiy—the fasten and most gentle principle 2” rolls; reversible action; reversible drain board, 
of washing known. itive tension. 
Tub, 4 pounds capecity drained by “1900” High 


as easy es winding a Victrole. Slips under table when 
out of use. 
Proven “1900” construction throughout. 


washers since 1898! 

Our representatives, at a pre-showing of CG 
the new line, held the most enthusiastic meet- 
ing known in 1900's 36-year history. ities 


The values that made them enthusiastic 


are as real for you. Let us give you all the 
y 4a 


details. Wire, write, or come to the factory. 


=— : 
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4 
Pressure Rotery Pump. Asaitator: triple vane 
Raises to full washing height by few turns of crank, 
de- 
jash- 
with 
1am- 
side. 
yn to 
Ml 
fol. 
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HAA 
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Trim—modern—ahead of the parade in looks, in The Haag line is complete but compact. Slow mov- 


features, and in performance! Sale-ability has been ers in which you tie up your money unnecessarily 
built into these new Haag Washers. Part by part— long, cheap models on which you trade dollars, have ~ 
feature by feature they outclass even higher priced been left out. Quick and easy sales plus user satis- 
competition. The revolutionary Haag Wringer with faction are here in full measure. Write for informa- 


the Mechanical Hand is a tremendous selling point tion regarding the Haag sales plan and discounts. 
that no other washer possesses. 


HAAG MODEL 34 HAAG MODEL 42 HAAG MODEL 62 

Heavy cast wringer, ribbed porcelain tub. A great combination of price, quality and Big—sturdy—dominating. Model 62 has i 

French type agitator enclosed mechanism, Heavy cast wringer is cquipped 

machine-cut gears, shafts ground to close with the Mechanical Hand that keeps the reelain tub of largest practical capacity. rs 

lims Beautifull operator’s hands safely from the rolls. Lifetime Lubricated G-E motor Striking! 

mits. utifully finished in sand grey. Easy to demonstrate. Easy to sell. Pump 

Typical Haag quality. Pump extra. extra. aluminum. Pump extra. 4 
Slightly bigher in Rocky tis 
Mountain and Pacifie $4,9-95 $64,509 $ Mand 
Coast States. ‘ 


REMEMBER, ONLY HAAG HAS THE MECHANICAL HAND 


Haag Bros. Co. Peoria, Ill. 
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Every prospect for an electric refrigerator in 
your city is a Kelvinator prospect—YOUR 
PROSPECT-—f you are handling the beautiful, 
new 20th Anniversary Kelvinator line. 


There are 17 different models—a size and type 
for every home and every pocketbook. Never 
is it necessary for a Kelvinator dealer to lose 
a sale because he does not have merchandise 
inexpensive enough to satisfy the most modest 
home, or fine enough for the most palatial. 


Nor is it necessary for a dealer to lose sales 

through his inability to carry a representative 
stock of these models. The unusually gen- 
erous provisions of the financing plans offered 
by ReDisCo—Kelvinator’s own finance cor- 
poration—make the carrying of such a stock 
not only possible, but profitable. 


But, completeness—full market coverage—is 
only one of the reasons why Kelvinator is so 
desirable—so profitable. No other line has so 
many, or such outstanding features. 


Kelvinator alone has “4 refrigerators in 1”— 
World’s Fastest Freezing Speed—fully auto- 
matic operation—the Kold Keeper—the Pastry 
Set—the below-freezing Frost Chest—and the 
new Food File, the most revolutionary de- 
velopment in electric refrigeration. These fea- 
tures alone make Kelvinator the finest in electric 
refrigeration. And behind these noteworthy 
features is the longest experience in the in- 
dustry—20 years of pioneering, developing, 
striving unceasingly to uphold the Kelvin- 
ator tradition of quality and 


ALINE FITS | | 
43 
q 
¥ 
i 


5 > 
= 
baile 


FOLLOW.Up 


ERCHANDISING 


TYPE OPERATION 


When the Kelvinator representative sits down with you and outfit YOU to make a satisfactory return on 

to talk business, he doesn’t talk generalities—he talks § your investment in time and money. 

ne, eee ee And = his 1934 Leadership Plan he The illustration above shows the many different 

has en merchandising ideas and plans that will be divisions of the Leadership Plan. And in these 

the lead- folders are the details of the most comprehensive 
—the most helpful—and effective merchandising. 


These merchandising plans fit your type of operation— plans in the industry. (947) 
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Combined with Kelvinator’s localized merchandising 
plans is a localized advertising program that fits your 
local situation. 


Newspaper advertising—outdoor posters—direct mail—the 
Kelvinator Illustrated Home News, an 8-page rotogravure 
sales piece that becomes the dealer’s own individual 
publication — are the media used to establish YOU as 
the Kelvinator dealer in YOUR TOWN. 


And behind this local advertising is the largest national 
magazine campaign in Kelvinator history. 


Twenty years of the closest contact and cooperation 
with refrigeration dealers have given Kelvinator a 


broad insight into and a deep appreciation of 
their problems. AND POLICIES | HAT 


From the beginning, Kelvinator policies have been 


formulated with this experience and knowledge a re 
ever in mind. FIT ay | 
The result has been that Kelvinator is known D 1 G B T S| N E 5 5 


throughout the industry for policies that are em- 
inently fair and liberal—policies that are obviously 
built on a mutual understanding between dealer 

and manufacturer. The long number of years many 

dealers have been with Kelvinator—and prospered tg be the most desirable sales agreement in electric 
with Kelvinator—evidence the fact that Kelvinator refrigeration, send it in. It will not obligate you and 
policies are made to fit the dealer’s business. will be held in the strictest confidence... 
Below is a coupon for your convenience. If youu KELVINATOR SALES CORPORATION, 14250 
would like to have a representative callon you and _— Plymouth Road, Detroit, Michigan. Factories also in 
give you all the facts about what we honestly believe | London, Ontario, and London, England. 


e COUPON e 
Gentlemen: 


I would like to know more about the Kelvinator Sales Agreement. Send your representative. 


Firm Name- 


Street Address 


AT! 
Wé = | 
AD V ER N 
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What every merehant should know 


NJ 
THE WORLDS BIGGEST TRAINLOAD OF 


CUSTOMERS -2.90,000,000 


TO RODUCTS go to market to be sold. But people go there to BUY 
—to buy something they know about, have heard about, or 
be ARKE | READ about. Every week over 5,000,000 families, comprising more 


than 20,000,000 people, READ about the products advertised in THE 
) |] AMERICAN WEEKLY. They want these products, and go to market to 
\\ | | 


BUY them. Feature the products advertised in this Mighty Magazine 
and reap a real harvest in faster turnover, greater profits. 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 
circulation. In each of 93 cities, it reaches one out of every two families 

In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities. large and small, regularly buy and read The American Weekly. 


EAN ERICAN 


Circulation 
in the World 
. “The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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“What the Lighting Fixture 
Industry needs is a good dose 


of good taste” says one or amenica’s 


FOREMOST ARCHITECTS 


In discussing the conditions in the lighting fixture 
industry, Chase speaks out of a 50-year experience 
of close identification with the business as one of 
the largest makers of fixture parts. Its opinion 
and viewpoint have been constantly brought up 


to date by periodic market studies to which lead- 


CHASE 

CANDLE _ ing fixture dealers, builders, architects and deco- 

HOLDER rators have freely contributed constructive sug- 
1883 gestions which Chase presents in this report. 


“What the Lighting Fixture Industry needs 
is a good dose of good taste.” 

* * * * 
Is this your opinion? Do you believe there 
is room for improvement in the design, quality 
of basic materials, finish, and workmanship 


of residential lighting fixtures? 


Do you believe fixture designs should be 
based upon accepted periods of architecture 


and decoration? 


~. Can you secure out of stock, a com- 
Ps plete line of fixtures, suitable to 

e“«s* vou and your customers in every 
respect— in design, quality, cost, etc.? 

* * * * 
Pertinent questions! For five years and mare 
Chase has been asking them. Studying resi- 
dential lighting fixture needs from coast to 
coast. Asking opinions. Seeking advice. Re- 
questing frank criticisms and constructive 
suggestions which will place the lighting 


fixture business on a new plane. 


And what has Chase learned? What, for in- 


stance, have architects to say? This: 


“The lighting fixture industry is badly in need 
of a new viewpoint, new blood, new policies 
and new merchandise.” 


‘From an architectural and decorative stand- 
point but little progress has been made in 
the design of residential lighting fixtures 
from the early days.” 


“It is virtually impossible to secure lighting 
fixtures of pure design out of stock.” 


“Each year the market is flooded by hun- 
dreds of ‘novelties’ which look the part and 
only add to the confusion of the public.” 


“The lighting fixture industry has failed to 
provide what is obviously necessary — fix- 
tures of correct design, dependable material 
and respectable workmanship at reasonable 
prices.” 

* * 


Chase asks: Are these faults necessary? Do 
most lighting fixtures have to be queer, 


— 
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ornate, cheap in looks and often in basic 


materials? 


Is there any sound reason why fixtures should 
not be designed to agree with the accepted 


periods of architecture and decoration? 


Is there a justifiable excuse for adding “gin- 
gerbread” and “trick decorations” to the 
classic lines of a stately Georgian chandelier, 
or to the chaste simplicity of an Early Amer- 


ican sconce? 


Should architects be forced to design fixtures 


for even average-priced homes simply be- 


“as are not generally available? 


cause well styled fixtures of good 
quality and at reasonable prices 


Is there any good reason why correctly de- 
signed fixtures made of the best basic ma- 
terials and properly finished should not be 
carried in stock and sold at prices far below 


comparable custom-made fixtures? 
* * * 7 


To each of these questions Chase answers, 


“No!” 


Chase believes that the established periods 
of architecture and interior decoration should 
govern the design of residential lighting 


fixtures. 


Chase believes that the lighting fixture trade, 
the architect and owner can best be served 
by supplanting “novelty” in the de- 
sign of lighting fixtures with authentic 


designs. 
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Chase believes that good taste in fixtures 
should not be limited in availability or price 
— that fixtures for even medium - priced 
homes can be as correctly styled as those 


designed for the finest homes. 


Chase believes that fixtures comparable in 
design, quality of basic materials, workman- 
ship and finish to custom-made fixtures can 
be made, carried in stock and sold at from 


one third to one half what they sell for today. 


Chase agrees with the constructive opinion 
of leading fixture dealers and architects that 
the Lighting Fixture Industry needs a “new 


viewpoint, new blood and new merchandise:” 


—A line sufficiently complete in items, 
periods and price range to meet practically 
all needs. 


— each fixture of authentic and pure design. 
y —the entire line to be made of 

only the finest basic materials — 
cuase brass and bronze. 

—in workmanship, quality of every part, 


construction and finish, equal to the finest 
custom-made product. 


— produced in sufficient quantity to be car- 
ried in stock at all times by manufacturer 
and dealer and therefore priced well below 
what comparable fixtures now cost. 


“What the Lighting Fixture Industry needs 
is a good dose of good taste.” 


Chase agrees. Chase accepts the 
challenge. 


CHASE 


" INCORPORATED 


WATERBURY 


CONNECTICUT 


“ll 
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@ An important Stewart-Warner Refrigeration 
Dealer requested that we use this statement of his 
as the headline for this advertisement. 


He further states, “I thought I was lined up just 
right to make the most profits on refrigeration in 
1934 that I have ever made. Then, almost by 
accident, I got a chance to go into the new Stew- 
art-Warner line. And believe me,] changed my mind! 


“T want to state right here and now that com- 
paring them feature for feature, and material for 
material, and value for value, this new Stewart- 
Warner line is away out and ahead of the field. 


“The whole line is on my floor right now. It 
STANDS OUT! Its features are so new and so 
different that they just demonstrate themselves 
into sales. We closed 8 good deals the first 3 days.” 


“Closing your mind” before investigating this 
line and its background of splendid advertising 


MERCHANDISING 


and merchandising, is like closing your bank 
account to profits. 


It doesn’t cost anything to find out about it. It 
may cost you money NOT to find out about it. 


WRITE... WIRE... PHONE... OR COME IN DIRECT 


STEWART-WARNER CORPORATION 
1839 Diversey Parkway, Chicago, Illinois 


STEWART 


WARNER 


HOME REFRIGERATOR 
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Sunlight ‘‘De Luxe” split-phase A.C. induction 
mates, \%, 4, h.p. Also for D.C. operation. 
Wool-pack ked’ non-spillable oil well 
holding lubricant sufficient for life of average 
appliance. Live rubber cradle-base mounting. 
Quiet, vibrationless; a superior product. 


For nineteen years, Sunlight electric motors have 
powered a steadily growing number of family washers, . 
and today more than 62 per cent of the washing machine 
manufacturers use Sunlight motors to provide the power 
that makes easier wash days possible. ® Those years 
which have measured the life of Sunlight Electrical 
Company also span the period of important develop- 
ments in fractional horsepower, split-phase electric 
motors for household service. Almost the first organiza- 
tion to enter this field—and pioneering virtually all of 


for D.C. eration, "More than or long service 
quiet operation ore t an 1, ,000 now s © 
use by 62% of all so aang those improvements which are now the common prop- 


erty of the industry—Sunlight is proud of a history 
which actually constitutes a complete record of the 
development of this type of electric motor. @ There 
are definite, specific reasons why Sunlight motors are 
preferred by the washing machine industry and why 
they are so satisfying in other household appliances— 
reasons which are evidenced in terms of greater operat- 
ing economy, quietness and long-time service. Manu- 
facturers who standardize on Sunlight motors—and 
dealers who handle Sunlight-powered products—are 
Sunlight ‘“Green Flash" high-speed, ball-bear- singularly fortunate, in that warranty work and re- 


ing, bench grinder. 3450 r.p.m. \4 h.p. split- 


hase A.C. induction motor. Sealed bearings. placements are practically unknown. 
xceptionally smooth running. Complete with 

two 6’x%;” grinding wheels, guards, tool rests, 

cord and switch. 


SUNLIGHT ELECTRICAL COMPANY 
PRODUCTS OF GENERAL MOTORS WARREN, OHIO 
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N deciding upon a line of electric refrigerators to offer 
your customers, ask yourself these questions— 


1. Is it built to a quality standard that assures customer 
satisfaction, and holds service costs to a minimum? 
2. Does it have price appeal without sacrificing quality? 


3. Has it a name that is favorably known and accepted as 
a leader? 


4. Isthe line thoroughly modern in design and appointments ? 


5. Is the discount schedule sufficient to give me an attrac- 
tive margin of profit? 


The Hotpoint electric refrigerator is built to the same high 
uality standards that have made all Hotpoint appliances 
in ous for years of dependable service. 


Hotpoint prices meet or beat those of any leading competitor. 


The name “Hotpoint” has been a family word for decades 
—known to millions who have Hotpoint electrical appli- 
ances in their homes. 


Horpoint Refrigerator Division, 


Specialty Appliance Sales Department, Section EM4, Hotpoint refrigerators are beautifully styled along modern 
Nela Park, Cleveland, Ohio lines and are equipped with every worthwhile conven- 
Please send complete details of the Hotpoint ience feature. 


setrigessser freachice, without obligation to me. Hotpoint offers the dealer one of the most liberal discount 


arrangements in the refrigeration industry, making possible 
more dollars in profit as well as more profit per dollar. 
Address And there’s a finance plan flexible enough for the smallest 
as well as the largest dealer. 


Mail the coupon today for details of the Hotpoint franchise. 
aes Get all the facts before you decide on any refrigerator line! 


Name 


City 
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Millions of refrigerator owners already have Flexible Rubber Trays and Grids e Many 
more millions have seen them in the homes of friends and want them also e And— 


in 1934—Inland’s advertising will “sell” more than 
6% million refrigerator prospects on the fact that no 
mechanical refrigerator is truly up-to-date unless it has 
the modern convenience of Flexible Rubber Trays or 
Grids e The Inland Manufacturing Co., Dayton, Ohio. 


INSIST 


That every model of the refrigerator you sell 
comes equipped with Flexible Rubber Trays 
or Grids—and sell these modern ice-cube 
conveniences to the owners of refrigerators 
in your territory. 


1CE CUBES INSTANTLY— TRAY TO GLASS 
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TODAY’S GREATEST CLEANER VALUE 


In this super-efficient cleaner are combined Royal features which 
have proven themselves in hundreds of thousands of homes. This 
DeLuxe Royal is the culmination of 23 years’ experience in build- 
ing electric cleaners. 


Its price makes it by far the most remarkable value to be had 
anywhere. Quality throughout 
is typically Royal—from nozzle 
tip to handle tip it sparkles 
with features which mean not 
only easier and more thorough 
cleaning, but also greater satis- 
faction in every way. 


The first moderate priced 
cleaner with an 
electric light and 
used cleaner allow- 
ance. 


List Price $44.50, Less Trade-in Allowance 
Dealers, with this new 1934 ROYAL DE LUXE—the thorough 
ROYAL merchandising program—the ROYAL financing service 
and the liberal Dealer Discount, are bound to show increasing 
sales volume and profits. 


ROYAL Culinaire 


Powerful and Different. 


Receiving wonderful acceptance all over the 
United States and Canada. 


Thousands of users are already showing this 
wonderful new kitchen servant to their Grinds 
friends which is proven by repeat orders 


1. 


11. 


12. 


FEATURES 


Electric light to insure efficient 
cleaning in dark shadows. 


. Pleasing lines and cheerful col- 


or. 


. Tilting mechanism for conven- 


ient cleaning of small rugs. 


. Handle lock to simplify stair 


cleaning. 


. Wide hinged opening bag. No 


chore to empty. 


. Double wheel truck in rear to 


prevent tipping. 


. Convenient pistol grip and easy 


operating trigger switch. 


. Powerful suction and motor 


driven brush. 


. Automatic oiling system to in- 


sure long life. 


. Super Service, non-kinkable rub- 


ber covered cord. 


Trade-in allowance for custom- 
er’s old cleaner. 


Convenient arrangement for at- 


tachin cleaning tools. 


coming in from Dealers. Chops 
List Price $24.50 Mixes 
Slightly higher, Denver, West and Canada Juices 
Royal Cleaners and Royal Culinaires are making money for Dealers. Why not you? 
They can be your competition or your opportunity. Write for complete sales story. ; 
THE P. A. GEIER COMPANY CLEVELAND, OHIO 


CONTINENTAL ELECTRIC COMPANY, LTD. 


TORONTO, CANADA 
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NOW. All One Motor 


MAJOR IMPROVEMENTS 


that will help you sell washing machines 


LY the General Electric Type 
"KH motor for domestic wash- 
ing machines combines the out- 
standing improvements listed below 
— improvements which make it the 
greatest motor value ever offered 


washing-machine manufacturers, 
their distributors and dealers: 


INTERCHANGEABILITY... All 4- 
horsepower motors have the same mount- 
ing and over-all dimensions, fit into the 
same space, and mount in the same 
cradle. 


INCREASED OIL CAPACITY... The 
initial factory lubrication of the G-E 
Type KH washing-machine motor is 
designed to last the LIFETIME of the 
domestic washing machine on which the 
motor is originally installed. No provision 
is made for re-oiling. 


RUBBER MOUNTING .. . Perma- 
nently fixed. Sets a standard of smooth, 
cushioned power, with new quietness. 
The motor runs in a mounting of 


live rubber (treated with a compound R 

which makes it impervious to oil). It ns Sar cy 
combines superior sound-isolating quali- 4 

ties with good shaft alignment and excel-~ a 

lent flexibility. It is designed to eliminate These are a few of the outstanding improvements 


Sle ‘ incorporated in this motor which make it to-day’s 
objectionable ei canced by ae best buy in washing-machine motors. For further 
vibration and by endwise and radial information, address General Electric, Dept. 6B-201, 
out-of-balance. Schenectady, N. Y. 


070-43 


GENERAL ELECTRIC 
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AT TOP.. AT BOTTOM 
MODEL: 4 MODEL 


PP 


Lovell takes pride im the fact that the manufacturers of the followtum leading makes of electric 
washers have chosen Lovell Pressure Cleansers as standard equipment: 


PRIMA 
APEX BEE VAC CONLON GRAYBAR “1900” THOR 
AUTOMATIC BLACKSTONE DELITE HORTON NORGE voss 


BARTON BOSS GE NATIONAL ONE MINUTE ZENITH 


End 
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Safety Insurance 


@ The Lovell Bar Release offers 
the electric washer industry 


the utmost in safety, conveni- 
ence, and dependability. The 
Bar Release on the 28 B Lovell 
Pressure Cleanser is the most highly 
sensitive safety device ever developed 
for a clothes wringer. A minimum of 
pressure (push or pull) of any part of 
the body at any point of either bar in- 
stantly releases the entire top assembly 
... top, upper roll, journals, stirrups. 


Release is accomplished instantly and 
completely AT BOTH ENDS regard- 
less of the tension on the spring... 
an exclusive Lovell feature (patented). 
And because all parts released are 
tied together, reassembly is so simple 
as to be almost automatic. 


Another important feature of the Lovell 
Bar Release is that the view of the 
feeding point of the rolls is unob- 
structed . . regardless of the position 
of wringer or operator. — 


Lovell Pressure Cleanser 
Model 20 B was developed 
to provide a satisfactory Bar 
Release in less expensive 
form. Manufacturers who 
wish to give their lower priced washers 
greater sales appeal will find in this 
new Model 20B a product worthy of 
their fullest consideration. 


Facts! Lovell has expended more time 
and money developing the modern 
wringer than any other company in 
the field. More women use Lovell Pres- 
sure Cleansers. More makers of electric 
washers prefer them. Among wringer 
manufacturers, ONLY Lovell employs 
national advertising to extoll the 
merits of the modem electric washer 
and the advantages of a particular 
make of wringer. 


Thus, does Lovell's reputation for 
quality, dependability, and progres- 
siveness grow greater with each 
succeeding year. 


Ww LOVELL MANUFACTURING COMPANY -: ERIE, PA. Ww 
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Easy Sell 


. . and the 1934 
Leonard Selling Plan 


BRINGS THEM IN 
to see it 


Get your prospects and your salesmen together 
¢= on your showroom floor, with your product in 
front of them—and you have the best possible setup 
for easy, profitable refrigeration sales. 


That is the idea behind Leonard’s 1934 Selling Plan. 
It is designed to short-cut the selling process —to 
bring interested prospects, in large numbers, into 
the stores of Leonard dealers— to save much of the 
time ordinarily spent in hunting out these buyers. And 
it is doing exactly that, in hundreds of Leonard ter- 
ritories to-day. 


“They're easy to sell when they see it” is doubly true 
of the New Leonard—the complete refrigerator. Its 


WHEN THEY SEE IT!” 


beauty attracts women instantly. It tells its own story 
of quality, roominess and ice capacity better than any 
words or pictures. It has a score of great new conven- 
ience features that make it mighty easy to sign on the 
dotted line. There are 11 models (5 all-porcelain), 
plug-in merchandise, covering 98'2% of the household 
refrigerator market. 


You will find the Leonard Selling Plan as attractive as 
the Leonard merchandise — this new, tested, proven 
plan that sets the stage for more sales in less time. 
It will pay you to investigate both. Just write or 
wire for information. LEONARD REFRIGERATOR 

COMPANY, 14257 Plymouth Road, Detroit, e 


Michigan, and London, Ontario, Canada. 
(650) 
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NEW IMPROVED 
HI-SPEED 


The new, improved Calrod unit 
is unbelievably durable. The 
bruising thumps of pots and 
pans; the devastating effects of 
sp llage; the punishment of long 
hours on high wattage, leave 
Calrod as good as new. Accel- 
erated life tests indicate an 
average life of 7 % years. It may 
live for years beyond that. 
Uclity executives, retailers and 
housewives, in every section of 
the country, enthusiastically 
Praise the performance of this 
spectacular new Calrod unit. 


LOWEST PRICE RANGE 
OFFERED WITH SUCH 
CAPACITY, STYLE, FEATURES 
AND HOTPOINT QUALITY 


The NEW 
Popularly Priced 


Now you can go after range business in 
a big way. Hotpoint presents a modern, 
full size table top electric range styled for 
built-in, all-electric kitchens— priced for 
the thriftiest purse. The Triumph is built 
and priced to get business in 1934. 


Look at these Features 


Entirely new principle of construction— 
all steel body, welded in one piece, pro- 
vides greater rigidity and relieves strain 
on enamel parts. 


New design automatic oven tempera- 
ture control. 


Pilot light on switch panel indicates 
when oven is up to temperature. 


tr Large utility storage drawer. 


tr Hi-speed Calrod Surface Units (open 
coil optional). 


yr Economical Thrift Cooker. 


Ww Stainless porcelain enamel top. 


New flush-type counter-balanced oven 
door with concealed roller catches. 


Other Features 


Porcelain enameled drip tray; appliance outlet; 
Timer Receptacle; Safety Plug connectors for 
all surface units; molded Textolite door and 
drawer handles; both oven units controlled 
by a single switch; automatic oven timer and 
clock {slight additional cost}. 


Get Your Orders In Early 


The volume of orders now piling up for 
the new Triumph is conclusive proof that 
this remarkable range will be the most 
popular electric range in 1934. Build 
your spring and summer activities around 
this fast selling model. Hotpoint gives 

ou not only this outstanding product, 
gives you a most efficient plan for sell- 
ing. You have the services and co-oper- 
ation of a thoroughly trained group of 
range selling specialists and home econo- 
mists. Get in touch with the Hotpoint dis- 
trict office nearest you for complete details. 


Edison General Electric Appliance Co., In¢ 


5620 West Taylor Street, Chicago 
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IMPROVED 
DOOR LATCH 
Opens ata 
touch when 


- hands are 
Se full — closes 
easiiy and 


firmly. Sure 
in action. 
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EGG BASKET 
Sixteen egg | 
capacity. 


NORGE never stands still. Dea!er- 
ships today are more valuable than 
ever because the Norge is a bigger 
profit-maker than ever. It has every- 
thing that other refrigerators have 
..-and in addition...it has Rollator 
Refrigeration...the great outstand- 
ing cold-making mechanism, easily 
demonstrated to customers by 
means of a cut-away Rollator... it 


NORGE ROLLATOR REFRIGERATION 


THE ROLLATOR © Smooth, easy rolling 
power instead of the burried back-and-forth 
action of the ordinary refrigerator mechan- 
ism. Result—more cooling power for the cur- 
rent used and a mechanism that actually im- 
proves with use. Only Norge bas the Rollator. 


ELECTRIC WASHERS 


CHEESE RACK 


ICE TRAYS 

Convenient A tray of 
Saves break- ~~ mn for keeping cubes slide 
age and mia peckates of out easily. A 
shows how Sr utter and new type 
many eggs a cheese at the = tray shelf 
you have on =~, right tem- makes this 
hand. perature. possible. 

_ 


NORGE 


all along 
the line 
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EASY SLIDING 


convinces ...and once known, a 
Norge is sold. Norge retail sales 
records prove it by repeatedly lead- 
ing in new business competition. 
Rollator Refrigeration gives you a 
powerful sales lever...and it is found 
only in the Norge. 

Investigate .. . the Norge invites 
comparison. A Norge franchise will 
be your merchandising triumph. 


+ BROILATOR STOVES 


NORGE 


Norge is a natural seller...it offers 
big profits. This is a Norge year 
with new high sales records mount- 
ing from the great cooperative plans 
for Norge dealers. Investigate 
Norge before you take on any line. 
Write, phone or wire. 

NORGE CORPORATION 


Division of Borg-Warner Corporation 
606-670 E. Woodbridge St., Detroit, Mich. 


AEROLATOR AIR CONDITIONERS 


<> 
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Dont make her her 
you sell the brands she wants 


Nowadays prospective buyers don’t comb the city 


looking for certain advertised brands. They know Lae 


that it is easier and quicker to look in the classified Electrie(Cont’d) 
telephone book. There—under the manufacturers’ Refrigeration 


tio 
trade marks—they find the names of local repre- nomes, EONARD 
sentatives who sell or service those brands. on ime 


a ty and “Len- 


Take advantage of this sales opportunity. See name youre 

that your name is listed under the trade marks of areas 104} fe wHERE To BOY THEM” 

the advertised brands you sell or service. Many manu- yon 

facturers already provide the heading (see illustra- 

tion); all you pay for is your name, address and tele- 

phone number. That costs only a few cents a day. 
Thus, you cash in on the manufacturers’ adver- 

tising; prospects who want the brands you handl this service available to their dealers: 

are directed to your store. Frigidaire...G. E. Refrigerators ... Hoover...Kelvinator 
Ask your telephone Directory Repre- 


... Leonard >. . Norge... Premier...RCA Victor... 
sentative about“ Where to Buy It”Service. Stromberg -Carlson .. . Westinghouse Refrigerators. 


wt 51-2626 
Some manufacturers who now make 
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SPECIALTY DEALER’S 


Your specialty organization is trained to reap 
the oil burner profits. 


“How can I increase my net profit?” 


That's the problem facing every specialty dealer 
today. The steady decline in retail prices of refrig- 
erators, washing machines and radios has put you 
on the “spot”. Even with a satisfactory volume in 
unit sales, your net profit has been cut to the van- 
ishing point. 

You've got to have an additional line to bring 
up your dollar volume. That's the only solution to 
your problem. 

And that line should be Timken Silent Automatic 


&§ 

O1L 
. OIL BURNERS, OILBOILERS and 
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PROBLEM 


Oil Heating. What other line offers the 
specialty dealer the big money-making 
opportunity afforded by the franchise for 
Timken Silent Automatic? 
The market for it is almost unlimited. Only one 
home out of every 25 now has oil heat. Yet, every 
home-owner—every mother wants this modern, 
convenient, healthful automatic heat. 
Such a large market can be worked profitably 
by a specialty organization. Salesman: Timken engineers are famed for 
Timken Silent Automatic is the ideal product for their mechanical skill and ingenuity. 
specialty selling. It has the exclusive selling fea- Prospect: Yes, I know they are. 
tures that justify specialty selling. And it pays you 
a worthwhile profit. 
In selling Timken, you are selling the oil burner 
leader. Back of you is the added prestige of a great 
name, and priceless experience in the oil heatingin- 
dustry. That means easier sales— greater profit for 
‘you. Also, Timken has the organization to give you 
the support and codperation you need in this new 
field—and a plan to help finance both inventory 
and time payment paper for dealers who qualify. 
Sales franchises are now available, for the first 
time, in many territories. Here is the opportunity to 
increase dollar sales in a new field—withan old, mag- 
netic selling name. An opportunity for greater net Wall-Flame principle with its proved econ- 
profitsthan ever before. Write or wire today for com- omy gives you big selling advantage. 
plete details on Timken’s money-making franchise. 


THE TIMKEN SILENT AUTOMATIC CoO. GET THE FACTS! 
Detroit, Michigan _ MAIL THIS COUPON TODAY! 


The Timken Silent Automatic Co. 
166 Clark Ave., Detroit, Mich. 
H E A TI N G a 7 4 Please give me complete details of your dealer proposition. 


WATER. ~ 
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Electric Refrigerator sales outlets 


A LL indications are that sales of elec- 
tric refrigerators for 1934 will estab- 
lish a mew record. Last year more than 


a million electric refrigerators were sold. 


Even with such great sales, the market 
for electric refrigerators is very far from 
saturation and many more mil- 
lions must be sold before this 
point is reached. 


There is room for more dealers 
and magufacturers of electric re- 
frigerators want such new sales 
outlets. 


Electrical dealers, hardware merchants 
and housefurnishing stores are espe- 
cially sought as electric refrigerator 
retailers. If you are not selling re- 
frigerators, opportunity is at your 
door. 


ELECTRIC 


REFRIGERATION BUREAU 


Edison Electric Institute 


420 LEXINGTON AVENUE, NEW YORK CITY 


7 
% 


Join Your Local Electric Refrigeration 
Bureau 


Now is the time when local Electric Re- 
frigeration Bureaus can most effectively 
stimulate the market for refrigerators 
by coordinated promotional effort. 


Cooperative electric refrigeration shows 
and cooperative newspaper advertising 


, are among the chief helpful means. 


If you sell electric refrigerators 
join your local Electric Re- 
frigeration Bureau — take 
an active part in its co- 
operative work. 
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| DON’T LET THE CUSTOMER 


THE DEAL! 


ER friends have automatic refrigeration 

—and her neighbors, too. They’ve told 
her what a blessing and a comfort it is. She’s 
sold on the idea. She wants your refrigerator. 
She would close the deal on the spot. . . 


But, there’s the price! It’s too much for one 
lump payment. How can she finance it? 


Offer her Commercial Credit Service and the 
sale is saved. She knows this name. So does 
her husband. Likely, it’s the service that 
helped them buy their car. 


Commercial Credit Company’s reputation 
guarantees fair treatment to both customer 
and dealer... careful investigation . . . collec- 
ie tion with protection . . . and prompt remit- 
tances. Through 125 offices in the country’s 
principal cities, this service is available to 
you. It will help you increase your business. 
Investigate it. Write today. 


Commercial Credit Service 


Commercial Credit Company purchases 
open accounts receivable, notes,and instal- 
ment lien obligations from responsible 
Manufacturers, Distributors and Dealers. 
Financing plans are provided to cover the 
time payment sale of automobiles, refrig- 
erators, oil burners, machinery and equip- 
ment, airconditioning units, heating plants, 
store and office fixtures, boats, and a score 
of other such broad classifications, includ- 
ing hundreds of individual products, 


COMMERCIAL Ces COMPANY 


CONSOLIDATED Commercial Bankers 
CAPITAL and SURPLUS 
$39,000,000 Headquarters BALTIMORE 


Wherever You Are «+ « Whatever You Make, Sell or Buy «© « Use Commercial Credit Service 
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HE other morning, while waiting at our suburban 
© station for the 8:13 commutation train, a gentle- 

man of distinction gave me the nod. He wore a 
hard hat of modern contour, a neck cloth in the mode, a 
smart overcoat, sharply pressed pants, and spats. I particu- 
larly noted the spats because I belong to that callous-handed 
generation of mid-Victorians which considers spats to be 
an insignia of foppishness. 


Anyway the gentleman wore spats, and he nodded to me 
graciously from above those spats, and as I wrinkled the 
brow and cudgeled the brain to recall which in hell member 
of the local upper crust was thus condescending, the mem- 
ory functioned and I realized that I was being honored by 
none other than Frank Michialojeski, an eminent track- 
walker who inspects ties, ballast and rail on the right of 
way of the New York Central Railroad between Shawville 
and Olmsted Falls, Ohio. And I said to myself, gazing on 
those spats, that the plight of the workingman in America 
is pretty damned grim. 

* * * 


T HAS become something of a habit with us, after four 

years of depression, to predicate our business thinking 
upon the assumption that everybody is permanently broke. 
This is a defeatist attitude and the bespatted track-walker 
refutes it. For if track-walkers have spat money they cer- 
tainly have electric washer money and electric range money 
and other appliance money. Which being so, I can see no 
valid reason why electrical appliance dealers and manufac- 
turers should fold up and quit trying. On the contrary, I 
advance that their present pressing job is to switch these 


spat-spenders to appliance-spenders, and I claim it can 
be done. 


The procedure is simple :— 


Tell the public what you have for sale and ask ’em to 
buy. That’s_all there is to it. There isn’t any more. 


Of course there is the little difficulty of deciding just 
what it is you have for sale. Some think they have price, 
some think they have a gadget, some think they have an 
intangible known as prestige. But all anyone has for sale, 
at any time, in any business—and this goes for manufactur- 
ers and dealers alike—is the net gain which the buyer real- 
izes when he swaps his dollars for your merchandise. 


The only thing which a manufacturer can sell to a dealer 
is the net gain which the dealer makes by handling his 
product. 


The only thing which a dealer can sell is the net gain 
which the final customer enjoys through ownership or 
operation or consumption of the product. 


And the cheapest way to sell this idea of net gain is with 
advertising. 


ectrica ercnandaisi 


April, 1934 


ECTRICAL MERCHANDISING 


ELECTRICAL MERCHANDISING 29 


By 


Frank B. Rae, Jr. 


ARK well, I did not say by advertising, but with 
advertising. 


Advertising economically sells ideas. Salesmen econom- 
ically sell products. When you try to make advertising 
sell both an idea and a product you are putting a very heavy 
strain on the printed page, and when you demand that a 
salesman sell both a product and an idea you make him 
waste so much time that he cannot, now-a-days, make good. 
Both these overloading methods have been tried during the 
past four years and both have failed. Advertising unsup- 
ported by sales effort has been a flop. Sales effort unsup- 
ported by advertising has been a flop. It is this writer’s 
contention that we have flopped around like poor fish just 


about long enough. 
* * * 


“But look at my sales curve!’ exclaims the reader who 
would like to get going down Prosperity Pike but just can’t 
screw up his courage to step on the starter. 


To which I reply, “All right—look at your sales curve— 
look at it real long and hard—and then. 


“Look at the track-walker in spats.” 


alker SPATS 


PS. MLE. (“Pete”) Herring, manager 
of ELECTRICAL MERCHANDISING, 
upon reading this script, complained bit- 
terly that while it is billed as an advertise- 
ment of ELECTRICAL MERCHANDIS- 
ING it says nothing about the paper. 
Why should it? The fact that you hold 
the paper in your hands proves that you 
know what it is and why it is. All I have 
attempted is to start you thinking about 
your own net gain in utilizing it. For if I 
succeed in persuading you to examine 
ELECTRICAL MERCHANDISING and 
ask yourself, “What is there in it for me?” 
then I have done all that any ad writer can 
hope to do. I have sold you the net gain 
idea. The rest is up to the subscription 
salesmen and space salesmen ... . 


F. B. R., Jr. 


McGraw-Hil! Publication 
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ERE’S most startling evidence, conclusive 
and convincing proof why ABC dealers 
make EXTRA profits. 


Look at the official report by Arthur Young & 
Company, nationally recognized accountants 
and auditors. Their findings show: 


ABC average unit washer sale 
for 1933 was........ . .$74.92 


*The entire washer industry 
average unit washer sale 
for 1933 was only......... 55.00 


Difference per unit sold in 
$19.92 


Now refer to the chart and article reproduced from the 
January 1934 issue of Electrical Merchandising. One 
million washers were sold by the entire industry in 


1933 at an average price of ONLY $55. ABC dealers 
took in $19.92 MORE on each and every ABC washer 
they sold. 


If all washer dealers in the United States had, in 1933, 
sold ABC washers based on ABC’s average unit sale of 
$74.92, they would have sold $74,920,000. instead of 
only $55,000,000. In other words, they lost $19,920,000 
in sales volume—and—what’s more, they lost $7,968,000 
in PROFITS. This is a tremendous penalty for dealers to 
pay for not selling ABCs. 


Make up your mind right now to take advantage of the 
EXTRA-PROFIT-OPPORTUNITY that only ABC pro- 
vides. 1933 was the biggest year ABC dealers ever had— 
128% increase in unit sales. 1934 will bring ABC dealers 
even greater volume and greater PROFITS. 


The new 1934 ABC ‘‘Step-Down’”’ line is the talk of the 
entire industry. You can cash in on this popularity. There 
are no two ways about it—-with the ABC line you'll make 
some real money in 1934, without it you'll be seriously 
handicapped. Think that over! 


Don’t lose another day—vwire. 
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ARTHUR YOUNG & COMPANY 


ARTHYOUNG ACCOUNTANTS AND AUDITORS 


New YORK NORTH LASALLE STREET 
CHICAGO 


CHICAGO 

KANSAS CITY 

MILWAUKEE 

OS ANGELES February 1, 1934. 
DALLAS 

TULSA 

LONDON. ENG. 


PARIS. FRANCE 


Altorfer Bros. Company, 
Peoria, Ill. 
Dear Sirs, 


We have examined the accounts of Altor- 
fer Bros. Company for the year 1933 and certify 
that: 
The average retail list price of A.B.C,. 
Washing MacMiies i by the Company during the 


age was arrived at by applying 


the list prices shown in the Company's printed 
form, “Distributors Contract” to the actual 
number of A.B.C. model washing machines sold 
during the year, as shown by the sales records, 


Yours fai 


INDUSTRY 
AVERAGE UNIT SALE 


OnLy $5500 


HE preliminary esti- manufacturers were in a competitive 

mate of the sales of battle on prices. By the middle of thq 
washers in units for 1933 sees this year summer the passage of the Nationa 
as the high volume point in the history Recovery Act, authorizing industries to 
of the washer industry. Something over make agreements and file codes which 
1,000,000 washers will have been sold would be sanctioned by Washington and 
this year, which passes the former rec- have the force of law, brought with it 
ord of stablished in 1929, a hope that prices me be stabilized 
ices _elimi- 


p favorable, nated. 

washing machine manufacturers associa- 
tion, when the first steps were taken AB 
toward forming the code, gave rise to 
the hope that better trade practices 
it was at could be brought about. After some 
ear ago the months of work, however, the code as 


verage unit retail pricé 
933 at $55. Nor is the 
prices much more 
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How Edison MAZDA 
advertising works 


“GENERAL 
ELECTRIC 
helps you to 


sell mo 
lamps 


"THE advertising of no 3 THINGS 
facture not only reaches four out of five 
and build a massed display of ison MAZDA lamps 
homes—but analysis shows that this ad- 
vertising reaches practically every home wattage — : — 


in the best buying areas . . . the homes of is 
the people who do 85% of the buying. j aa 

You can attract these people to your 
store ... and sell them lamps and other 
merchandise . . . if you will ‘“‘sign your 
name’”’ to Edison MAZDA lamp advertis- 
ing .. . by following the suggestions given 
at the right. General Electric Company, 


Nela Park, Cleveland, Ohio. Your customers look for this MARK 
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Prices. ... 
and the Table Cookery Drive 


T= is a good time for starting something. The refrigerator season has 
started off with a bang—the work for better light keeps on producing re- 
sults—washer factories are having difficulty meeting demand—the ironer is 
making such progress that we hear it prophecied with growing frequency that 
1934 will be an ironer year—the T. V. A. holds a spotlight on the electric range, 
and to round things out there is the prospect of bringing table appliances back in 
volume. 

The electrical trade has not done so well with heating appliances in recent years, 
particularly since the power companies gave up campaigning, advertising and pro- 
moting these devices. The criticism provoked by some of the methods employed 
by some of the companies had much to do with this loss of utility interest. And 
some of these promotion schemes were open to criticism—plenty. 

But as it happened, when the utilities left the field, other merchants did not rush 
into the breach with other promotion and selling plans, and the market for high 
quality heating devices slumped. Instead of the business which the utilities had 
obtained being divided among other merchants, this business just quietly passed 
out. The net result being a loss to everybody concerned. 


N OW a committee of the E. E. I. is proceeding to administer a mild stimulant 

to the central station interest in small device campaigning; chiefly through 
the exchange of information on methods and activities. There is no national plan 
and therefore no national policy. The dealers’ interest, it is understood, is to be 
given every consideration and undoubtedly much of the resulting selling will be 
carried on cooperatively. It is all perfectly well intentioned and we give it our 
blessing, if that has any value, but with a substantial reservation. 

The reservation is on the important angle of the prices at which the power com- 
panies will decide to campaign. With the emphasis on low prices which is every- 
where encountered, there is a likelihood that some perfectly unjustified and actu- 
ally destructive offers of electric heating and cooking merchandise will be made. 


Setting up a selling drive on $2.50 irons, for instance, is going to cause a lot of 
grief. 


ig is our opinion that the best interest of the power companies lies in stimulating 
all types of merchants to a greater selling effort on quality heating devices. 
Heating devices that will show a profit to the retailer and function to the continu- 
ing use of the satisfied consumer. The profit motive is the only way to get mer- 
chants to push these goods. The price the utility sets on heating devie-s becomes 
the standard for that market. Therefore, the smart utility will build up and 


maintain a fair price structure. Because without the prospect of profit the dealer 
will not make the effort. 
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Store leads, advertising and systematic follow-up 
in the home helped Quackenbush sell 1,300 refriger- 
ators last year. The salesman, above, starts out with 
a small box but soon shifts to larger models. 


I asked the cop, profiouncing the “Quack” as in 
duck. He looked contemptuous. 

“Quockenbush,” he corrected severely. “Three blocks 
down, under the bridge and turn left one block.” 

And “Quockenbush” it is, not only to the 138,000 
inhabitants of Paterson, N. J., but to the 302,000 who 
live within the trading area of 14 other communities 
which this unique small-city department store reaches. 

From the standpoint of refrigeration Quackenbush and 
Frigidaire has become very nearly synonymous. Last 
year the refrigeration department sold 1,300 units, an 
increase of 243 per cent over 1932. This year, the month 
of March registered a gain of 300 per cent over March, 
1932 and John Bannigan, manager of major appliance 
sales, feels confident that his ten salesmen will sell 2,000 
refrigerators in 1934. 

2,000 refrigerators in 1934! That’s a-record in any 
man’s town—big or little. And Paterson, while it is 
the home of the silk mill industry, has had no outstand- 
ing record for prosperity during the crucial years just 
passed. Strikes and shutdowns have been its lot in 
common with many another industrial center in the 
country. 

It’s been a clean business, too. Out of the 1,300 re- 


if LEANED out the car window. “Quackenbush’s ?” 


34 


“Our 


That is the viewpoint of 
the refrigerator and ap- 
Quackenbush’s in Pater- 
article he tells how intelli- 
time on the profitable 

leave him no time 


frigerator sales in 1933 only 31 came back to roost in 
the form of repossessions—31 boxes that were snapped 
up so quickly by bargain-hunters, that they had no time 
to cool their heels on the sales floor. 

There’s a reason. There’s a reason. too, for the gifted 
selling record of the Quackenbush refrigerator men. 
John Bannigan used to be manager of the piano depart- 
ment. That was ten years ago. The business got so 
good he sold the management on opening a special Quack- 
enbush store for pianos and other musical equipment. 
Radio came into that picture soon and the store did a 
great business. But selling pianos is probably one of the 
oldest specialty selling businesses in the country—it has 
been the training ground for more than one expert appli- 
ance operator. It is a high-priced appliance, it requires 
intelligent, persuasive selling and consistent follow-up 
in the home. All the things that a good specialty opera- 
tion on electrical appliances need today. But the radio 
and the phonograph did a lot of expensive damage to 
piano volume and Quackenbush returned pianos to the 
main store. Bannigan went with the radios to the elec- 
trical department and learned the business of selling 
washers, ironers, refrigerators, cleaners and oil burners. 

The point to remember is that he was a specialty sell- 
ing man. Store traffic was important, of course, adver- 
tising was important and so were prospect lists. But a 
leopard can’t change its spots and John Bannigan could 
not help putting his specialty training experience into 
the sale of refrigerators. He was among the first de- 
partment store men to do it. And three years ago when 
he began inducing people to swap the old ice-box for an 
electric refrigerator, the path had not been prepared as 
it is today. 

Now, specialty selling, to a lot of people, means going 
outside the store and ringing door-bells. It means creat- 
ing a demand for a relatively high-priced product and 
selling the customer on the economy, convenience and 
luxury of that product. It is the exact opposite of sell- 
ing groceries or dress goods or toilet articles or any of 
the necessities which come under the classification of 
“repeat items.”” And in many ways they are right. And 
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Men 


By 
Laurence Wray 


Time 


John Bannigan who runs 
pliance department of 
son, N.J. Inthe following 
gent use of the salesman’s 
sources of business will 
for cold turkey. 


for that reason there have been a lot of department 
stores that could not see electrical goods because of the 
notion that door-bell pushing was the only method by 
which they could be sold. Soliciting their customers out- 
side the store was undignified. Therefore, either elec- 
trical appliances were by-passed or the store demanded 
lower and lower prices so that they might benefit from a 
demand already created by other specialty organizations 
and could induce washer or refrigerator-minded cus- 
tomers to come into the store and buy at lower prices. 

Some of that attitude on the part of department stores 
is disappearing. They are finding that outside solicita- 
tion, properly conducted, is not undignified and that it is 
productive of far more impressive volume than store 
traffic alone. 

But there is more than one way of conducting a 
specialty selling operation other than a mechanical ring- 
ing of door-bells. John Bannigan has found that way. 

“If a salesman employs all the profitable methods of 
finding prospects and sales,” he said, “He won’t have 
any time left for cold canvass.” 

Here’s how the ten appliance salesmen of Quacken- 
bush operate: They do not specialize in any particular 
appliance except insofar as one may have had more ex- 


perience with that appliance than another. They each | 
are identified with a particular territory but here again | 


there is no hard-and-fast protection of territory. They 


rotate their time on the floor and in the field. The system | 
of prospect leads devised by Bannigan, plus the store § 


advertising and plus the prospects gained during their 
floor time provide all the necessary ammunition to keep 
them busy on the outside on a regular schedule. 


“You take the matter of store leads alone,” Bannigan 


explained. “We have about 4,000 regular customers here 


at Quackenbush. We regard that as nothing more or less 
than a foundation list. It has to be broken down. 
“Every morning we have delivered to us by the ac- 
counting department, a list of customers who are finish- 
ing their payments on some pieces of merchandise— 
perhaps it is a dining room table or a rug. Those are the 
hot prospects. They are people that have bought and have 


paid for some article. And the presumption is that they 
are satisfied and in the mood to make some more ex- 
tensive purchase. Those cards are divided up according 
to districts and given to the salesmen. 

“The next source of leads from within the store it- 
self are those customers who bought something at some 
time. Maybe a radio set two years ago or a vacuum 
cleaner six years ago or a set of china three years ago. 
They know the store and when the salesman comes 
around and says he is from Quackenbush, he gets a 
good reception. They know the store and are favorably 
disposed to what he has to say because they have bought 
before. 

“The next source of leads come from appliance cus- 
tomers. You know, the old using the user idea. And 
that gets more important every day as appliance satura- 
tion gives a store a large list of present users to work on. 

“Salesmen are all paid on a straight commission basis 
—ten per cent. Well, when a salesman sells a refrigera- 
tor, he is not entitled to collect his commission until he 
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has made one call on that customer after the refrigerator 
has been installed. After that he is required to call on 
the customer three times within the next three months. 
No ifs or buts about it. The woman is in a good frame 
of mind, is delighted with her new piece of kitchen 
equipment and is favorably disposed, in her enthusiasm, 
to tell the name of a friend of hers who might also buy. 
In addition, the salesman is in a position to make sure 
the refrigerator is working all right and giving her com- 
plete satisfaction. Because only from a satisfied cus- 
tomer is there any hope of getting the valuable leads for 
the next sale. That's all old stuff of course. 


Fuil-page ads a feature 
as E PAY a good deal of attention to advertising. 
One of the advantages of living in a smaller city 
is that the page rate of the local newspapers enables you 
to use full pages. But still our advertising does not 
amount to two per cent of our gross volume. In one ad 
we ran full page to announce a special. We had nineteen 
refrigerators of a certain model to dispose of. We not 
only sold them like hot-cakes but brought in enough people 
to sell 52 higher priced machines to. There was a good 
reason back of that: I remarked that we pay salesmen a 
straight ten per cent commission. Well, on an ad that 
pulls a lot of people into the store to buy a special- 
priced refrigerator, we don’t want salesmen concentrating 
time and attention on easy sales. So on the special that 
was offered the salesman only got five per cent commis- 
sion while on higher-priced models he collected 15 per 
cent. It doesn’t require much imagination to know 
which models he put the greatest selling effort on. 

“So you see that there are so many profitable sources 
of business—both inside the store and out—for the sales- 
man to work on that he really hasn’t got time for what 
we know as ‘cold turkey canvass.’ As a matter of 
fact I look on cold turkey as a waste of time. It is 
all right if you haven't any other source of information 
as to prospects but there is so much more to be gained 
from an intelligent use of what you have right in your 
hands.” 

One of the most important sources of refrigerator 
business, Mr. Bannigan indicated, was the Meter-Ice 
plan. Properly used, he said, it was one of the greatest 
sales weapons ever put into the hands of the refrigerator 
dealers. 

“The greatest danger of the Meter-Ice plan is the ten- 
dency to a large number of reverts,” Mr. Bannigan said. 
“We use the Meter-Ice plan actively but one reason for 
our low percentage of reverts is that the prospect's credit 
standing is examined even more carefully than is the 
case in other sales. Naturally, it is an easy way to sell. 
It dramatizes to the customer the low daily cost of own- 
ing an electric refrigerator—25 cents a day in some cases 
and 15 cents in others—depending on the size of the 
box. Secondly, with Meter-Ice, it is possible and even 
customary to sell the housewife an electric refrigerator 
without consulting the husband. She puts out fifteen or 
twenty-five cents a day to the ice-man—why not drop 
that into the bank on her electric refrigerator? Then 
when the husband comes home and she tells him she has 
installed an electric refrigerator and he complains that 
they can’t afford it and is she nuts, she says she is paying 
for it out of her own housekeeping money day by day. 

“All that is to the good. The trouble is that people 
mean well but are not inclined to live up to their own 
good intentions. They forget, or over-estimate their 
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ability to produce the 25 cents a day and the first thing 
you know three months have gone by and the collections 
don’t make up for a single month. 

“We have various ways of getting around the diffi- 
culty. In the first place we check the customer’s credit 
with the local Chamber of Commerce. They are usually 
not store customers and we have no check on them here. 
It costs us about one dollar per customer but it is worth 
it. That practice has resulted in our turning down about 
40 per cent of the meter-ice prospects that come in the 
store. And yet 35 per cent of our entire refrigerator 
volume is due to meter-ice. The next method we have 
of controlling this particular business is through the sales- 
men. They only get a five per cent commission on a 
meter-ice sale but when the meter-ice customer is turned 
into a regular installment customer they collect an extra 
$5. Taking the meter out is usually accomplished within 
a three or four months period—80 per cent of them come 
back within the end of the fourth month. There, too, 
you save money because you have to keep your meters 
turning over—you can’t have a meter out for every cus- 
tomer who buys a refrigerator. You would have too 
much money tied up in them. As it stands now, we 
handle about one thousand refrigerator accounts with 
250 meters.” 

John Bannigan’s refrigerator men are helped con- 
siderably, he said, with their first floor location an un- 
usual departure for a department store. 

“That is something in a department store that you 
must justify in volume,” he said. “But it requires a 
different technique than another location. Department 
store customers are given the privilege of browsing 
around, walking through any department or aisle and 
examining the things displayed without any feeling that 
they have to buy. We are so accustomed, selling elec- 
trical appliances, to grab the customer and do a selling 
job right away, that we found we were scaring some 
of them at first. Now it is a matter of weeding out those 
that look like real prospects from those that are just 
looking around. But we can justify our position on the 


first floor with a volume that runs over $200,000 a 
year.” 


Washers, ironers, radio 


N ADDITION to refrigerators, Quackenbush sells 
washers and ironers (Easy) on which volume runs 
about $30,000; oil-burners (Delco) of which 35 installa- 
tions were made last year; cleaners (Hoover) a resale 
operation installed only a few weeks back but already 
clicking ; and radio, about eight different makes displayed 
in separate rooms of their own. Volume on radio aver- 
aged $150,000 a year for three years running, Mr. Bran- 
nigan said, but has since dropped to between $25,000 and 
$30,000. He is considering going to a specialty basis 
on radio again now that the business shows signs of 
stabilizing. That will include concentration on a single 
line just as they do on Frigidaire and Easy washers and 
Delco. 

“Sticking to a single line gives the salesmen’s argu- 
ments a lot of added kick,” he said. “The product be- 
comes identified with the store which gives the customer 
confidence and the salesman can concentrate his talk on 
one product rather than saying ‘Here are a half-a-dozen 
makes, all of them good, take your choice.’ Salesmen 
have to feel that the product they are selling is the best 


on the market before they can go ahead and do a real 
selling job. 
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portable lamps than any other 
type of outlet. 

But there is a lot of room for im- 
provement in their lamp merchandising. 
That’s one of the indirect conclusions 
brought in the wake of the “Better 
Light—Better Sight” campaign. 

Mr. M. E. Skinner, in charge of 
promotional activities for the Niagara- 
Hudson Power Corporation, operating 
companies in Buffalo, Syracuse, Ro- 
chester, Albany and other cities, is also 
chairman of the EEI lighting activity. 
It was natural, then, that he should 
think of doing a little pioneering on 
his own home ground. 

He did. 

And the results should prove of 
considerable interest to both utility 
companies and department stores, the 
country over. Briefly, he placed at the 
disposal of department stores in one city 
—Syracuse—the educational and home 
service department of his company in 
an endeavor to find out how portable 
lamp sales, customer satisfaction and 
greatly increased wattage from indivi- 
dual lamps, might all be helpfully stimu- 
lated. The department stores received 


amp stores sell more 
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CHelping 
DEPARTMENT STORES 


The portable lamp display at 
the General Electric Institute, 
Nela Park, Cleveland, shows 
how lamps may be given in- 
dividual compartments for more 
attractive display. Department 
stores are adopting the idea. 


Niagara-Hudson put their home lighting 
specialists in three Syracuse department 
stores and discovered some interesting facts 
about the sale of portable lamps and ade- 


quate wattage. 


him with open arms—and found out 
a lot of things they did not know before 
in connection with the sale of portables. 
They found that portables on display 
were equipped, in most cases, with only 
25-watt bulbs—a thriftiness on the part 
of the store manager that was losing 
a lot of customers who wanted light 
and annoying a lot more customers 
whose lamps burned out promptly. 
They found that department stores were 
still selling lamps as decoration, rather 
than light. They hadn’t heard about 
the sight-meter. They were not sell- 
ing customers adequate lighting. The 
lamp shades in many cases, made of 
heavy silk or parchment, bottled up 
light instead of shedding it. 

They found out a lot of other things, 
besides. Below for instance, is the 
analysis of one department store’s port- 
able lamp activity by the home light- 
ing specialists of the Syracuse lighting 
Company, together with the recommen- 


dations. Three department stores were 
studied A, B, and C. We have picked 
department store C as an example of 
how the good work went forward. 


The Home Service Report 


In this department the Home Light- 
ing representative had difficulty in find- 
ing any lamp bulbs larger than 25 
watt size. The stock in this store was 
exceptionally good and the shades were 
mostly quite acceptable. The princi- 
pal handicap was in the lack of informa- 
tion which the floor clerks had as to 
the proper size of bulb to recommend 
for each style of lamp. 

Perhaps the best way to describe the 
experiences of the Home Service Rep- 
resentative in working with the depart- 
ment store lamp departments is to quote 
verbatim the reports of two of those 
Representatives : 

“The very best way to display good 

(Continued on page 63) 
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appliance business 


@ The third in a series of articles on 
re-training the retail salesman to meet 
new and (improved!) conditions in the 


a glass jar. Shake well. Soon all the big beans 

will have come to the top. It will always be found 
so in any competitive agitation—you can’t keep a big 
bean down. 

We need more “big beans” in appliance selling—many 
more. We must develop more salesmen with the guts, 
the enthusiasm, the restless ambition and aggressiveness 
that will permit them to arise fully to the occasion of 
this fortunate selling year. The adversities of the de- 
pression have made too many of us feel small, inferior, 
bewildered. We seem slowly to have adopted a per- 
manent attitude of defeatism. We are content to grovel 
at the bottom with much less than we might enjoy. 
There is certainly great need and opportunity for more 
salesmen who have the attributes of bigness; salesmen 
who discern the new sales possibilities and who have the 
stuff that will lift them to the top. Each of us must 
make sure that the 1934 shakeup doesn’t shake us down! 
Big beans—those are what we should all plan to be. 

What makes a salesman big or small, anyhow? Don’t 
tell me it is the number of orders he writes for that is 
the result and not a cause of bigness. Of the number of 
reasons which conduce success or failure; most primary 
and greatest of all is the salesman’s ability to find pros- 
pects. Until a prospect is found, a sale cannot be made. 
It is equally self-evident that the latitude of sales achieve- 
ment rests fundamentally upon the number of prospects 
uncovered. “How To Find The Prospect?” is therefore 
the problem to-which the appliance salesman must give 
most careful attention if he aspires to success, particularly 
this year. Become proficient in this and ail other talents 
necessary to selling will be added unto you. 


Pe a few big beans among many small ones in 


T is my fortune to have access to the individual sales 

records of over 8,000 appliance salesmen of which 
about 31 per cent are humdingers. Dig into the records 
of these leaders and you will find they all have a prospect- 
finding plan. Dig into the case histories of the thousands 
of poor salesmen and, almost without an exception, you 
will find the absence of such a plan. I’ve analyzed them 
and I know! 

In February, it was my privilege to take a 10,000 mile 
trip into 20 Western States on a series of dealer meet- 
ings. I met hundreds of appliance dealers and their 
salesmen. During this five weeks, I asked 173 salesmen 
to describe to me their prospect-finding plan and 58 
were able to do so; in other words two-thirds of them 
had nothing worked out clear enough in their practise 


38 


Finding 
the Prospect 


By 
Gerald E. Stedman 


Vice-president, Cramer-Kraselt Co., Milwaukee 


to be able to describe it. I'll say the average salesman 
should give attention to prospect finding and pronto! 

The chance to find prospects for almost every type of 
electrical appliance in almost every neighborhood and 
locality was never better than it is now. 

We have been thinking too much of the 12,000,000 
wage earners who are unemployed. We should give 
some attention to the estimates of the American Fed- 
erationist that over 38,000,000 workers are now em- 
ployed; the majority of whom in the consumers’ goods 
industries and professions are now working close to 
1929 wage levels because of recent pay boosts. 

That is a lot of people in any man’s language. They 
have a certain amount of money to buy. They desire 
to own goods more than money. They have worn out 
so many owned appliances or possess others so obsoles- 
cent (because of product improvements stimulated by the 
depression) that every home has a felt need and desire 
for a greater number of electrical appliances, either new 
or for replacement, than for years before. 
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In fact, many commercially saturated industries such 
as the vacuum cleaner and radio, are on the verge of 
being thrown back into new expansion cycles because of 
the tremendous replacement demand which will assert 
itself increasingly as the months tumble along. 

Further, a number of appliances are in a sense self- 
financing because they create such savings in use as to 
form no drag on the family purse. 

From another angle, the social effects of the depression 
are creating new demands. For example, the tendency 
to live and entertain more in the home is certainly con- 
tributing to the sales expansion of electric refrigeration. 
The effect of NRA requirements on laundry rates added 
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The 
SALESMAN 
isa 
DETECTIVE 


To find prospects he 
tracks down clues 


CLUE NO. 1: 


When he gets to the pros- 
pect’s door he finds that she 
has no refrigeration. 


CLUE NO. 2: 


The prospect’s husband has 
a job and is able to buy. 


CLUE NO. 3: 


They have a baby whose 
health must be safe- 
guarded. 


CLUE NO .4: 


They read the advertise- 
ments. 


CLUE NO. 5: 


The husband will be home 
for dinner and will be 
available for a joint inter- 
view with his wife after 
7 o'clock. 


ORDER BLANK 


X 


MARKS THE SPOT 


to the fact that false pride, nurtured during the “every- 
body-rich” era of the ’20s, is now taboo, has certainly 
contributed mightily to the purchase of washing ma- 
chines. 

An indication of improved prospect-finding condi- 
tions can be found in comparative estimates of the ratio 
between prospects and calls in the vacuum cleaner field. 
Careful research in 1929 showed that industry had be- 
come so saturated, the salesmen could expect to uncover 
a prospect in each 34 calls (bear in mind, I am saying 
nothing about the ratio of prospects to orders which also 
increased tremendously). This unhealthy ratio made it 
impossible for a direct salesman to find sufficient pros- 
pects to maintain himself. Personnel turn-over became 
so terrific that none of the large manufacturers could 
maintain their direct selling organizations. On the other 
hand, painstaking analysis in January, 1934, indicates that 
this ratio has fallen to 16 to one; still too great for profit- 
able operation from the direct salesman’s standpoint but 
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it reveals that it is now about twice as easy to find a 
prospect for a vacuum cleaner as in 1929. This condi- 
tion, to a greater or less degree, is strikingly apparent in 
all the saturated appliance industries. 

Although it isn’t the intention of this article to ad- 
vance house-to-house canvassing as a preferred prospect- 
finding method; yet I want to give you a final indica- 
tion of how things are improving. In 1930, the average 
housewife was frequently winded chasing to the door to 
greet the unemployed selling everything from toilet tissue 
to matches. A count in a Detroit district showed an 
average of 11 door calls of this nature per day. Natur- 
ally, with this bothersome competition, a legitimate direct 
salesman had little chance in house-to-house canvassing. 
However, this type of thing has waned. In the same De- 
troit district, the average has now dropped to less than 
one call per day. A very bothersome resistance has been 
removed. 

The many depression difficulties evidently so discour- 
aged the direct-canvass salesman that he gave the method 
up completely and has evidently not resumed it yet. For 
example, although I realize it is arguing from the par- 
ticular to the general, a recent survey in four Chicago 
blocks revealed an expressed interest of 29.8 per cent in 
electric refrigeration while only 3 per cent of those homes 
had been approached by house-to-house canvassers. May- 
be refrigerator, washing machine and oil burner salesmen 
are now overlooking a bet in ignoring direct canvass 
methods. 

Although the average housewife has a greater felt 
desire to buy certain electrical appliances, she is con- 
cealing her intentions more than heretofore. She has so 
many desires and the need to economize is so strong that 
she must carefully compare and select. The purchase of 
certain things usurps her ability to buy others.. And she 
has such a fear that she may weaken under high-pressure 
selling and buy the wrong thing that she is being very 
careful not to expose herself to a salesman or dealer 
until she has pretty thoroughly made up her mind. 

She is studying advertising and literature more than 
ever before. There is definite proof, on the other hand, 
that she is filling out fewer coupons because of her fear 
of premature sales exposure. This makes it more diffi- 
cult to gather couponed prospects through printed promo- 
tion and throws, for the time being, a greater individual 
responsibility upon the salesman himself. She must be 
reached and he must reach her, not only to rescue the 
promotional investment but, more important to gain 
the sale that may otherwise be blocked by the purchase 
of some other thing. 

A book could be written about prospect-finding. But 
discussion must be limited to a few salient ideas in so 
brief an article as this. Although I am considering the 
subject herein from the angle of the salesman selling 
outside the store and direct to the home, I must stop 
to stress the fact that the dealer himself has an impor- 
tant prospect-finding responsibility to any salesman he 
maintains; both in steering him right and in assisting by 
all possible means in the promotion of neighborhood 
prospects. 


HE average housewife owns certain appliances which 
she knows are nearly worn out or are outmoded ; the 
replacement of which, however, gives her less pleasure 
than to buy some new appliance not previously owned. 
A salesman at her front door could talk himself blue in 
the face but as long as these appliances run at all and 
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can still be used, she will not be influenced by his argu- 
ments to buy. 

It is foolish for him to attempt such replacement 
sales direct to the home. She will buy when they break 
down completely. No salesman can tell just when that 
will be. Prospects for vacuum cleaners, radios, minor 
electric appliances and other items in this replacement 
category must be steered into the store. 

The outside salesman should spend his time only with 
“hot lines” for which the public evidences avid desire 
and which are still within their expansion market cycle. 
Among such are refrigeration, washing machines, ironers, 
oil burners, electric ranges (in some areas). The good 
merchant will thus steer his salesman to concentrate on 
right lines of outside selling endeavor. 

In addition to whatever advertising and promotion the 
manufacturer does within the trading area, the enter- 
prising dealer must arrange to blanket his reachable 
neighborhood with localized promotion whose object is 
to arouse prospects for home approach as well as to 
attract the maximum number into the store. A sensible 
way to do this is to define the neighborhood within reach 
on a city map, isolate all families within that area by 
reference to the city directory, eliminate all who do not 
use telephones by reference to the telephone book (this 
gives a fair general prospect qualification method). 

This mailing list should then be regularly circularized 
with personal letters, mimeographed bulletins, mailing 
cards and other promotion stressing the advantages and 
use values of the campaign products and giving a strong 
inducement to visit the store or phone. This will arouse 
certain prospects and, as well, will make the store known 
sufficiently to reduce the resistance of salesmen operat- 
ing among neighborhood homes. Every appliance sales- 
man has the right to expect this kind of support. 


OW, from the standpoint of the salesman himself, 

there are five principle errors which most fre- 
quently defeat him in finding an adequate and continuous 
number of prospects. 

First, he lacks the right motivation. He has not chosen 
a product in which he can feel a deep conviction of its 
contribution to home life or of its comparative superi- 
ority. Any appliance worth selling performs a service 
and delivers a use value greater than its cost to the house- 
wife. Further, any specific appliance worth representing 
should have vital differences and advantages such as to 
make the salesman sure that if the prospect bought any- 
thing else than it, she would choose to own something 
less than she might have. Possessed of these convic- 
tions, the salesman feels an obligation to tell the good 
news to the greatest number as quickly as possible for 
otherwise they might by his delay buy something less 
than they might own. He feels the surge of an evange- 
listic fervor and wants to talk to everyone because he 
realizes he is doing all a favor they will appreciate when 
they come to understand. This motivation gives him 
self-confidence, a feeling of responsibility to see the 
greatest number and removes all timidity which, after 
all, is one of the greatest draw-backs in prospect finding. 
Verily, the ability to find the prospect starts within the 
salesman himself—choose a product capable of motivat- 
ing you evangelistically ! 

Second, he is often confused by complex methods. 
There are 56 main sources from which to find appliance 
prospects ; such as license records, voting lists, real estate 
transfers, classified advertising, club memberships, pay- 

(Please turn to page 61) 
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OIL BURNER MEN MEET, SEE NEW 


MODELS, PREDICT GOOD YEAR 
By Arthur P. Hirose 


| was cold in Philadelphia the week 
of March 5th, but inside the barn- 
like Commercial Museum everything 
was rosy and warm. Part of the 
warmth came from scores of shiny new 
oil burners, purring away in actual op- 
eration as part of the 11th Annual Na- 
tional Oil Burner Show. More of the 
roseate glow came, however, from the 
oil burner men themselves. Causes were 
not hard to find. Number one cause 
was the severe winter itself. “Where- 
ever two or three people get together 
these days they talk about the cold 
weather. They either thank heavens 
they have an oil burner or swear they'll 
never go through another winter with- 
out one”—so one oil burner executive 
aptly summed up the prime cause for 
glee. 

Number two reason for solid satis- 
faction among the oil burner men was 
improved prospects for 1934 sales. 
Last year hung up no new sales rec- 
ords but this year’s sales threaten to 
jump 50% or more. New models, oil 
burner men felt, were the answer to 
the industry’s prayers and the exhibi- 
tion hall was studded with new boiler- 
burner units and conversion 
heaters. 

As at this year’s early auto shows, 
prices of many new burners were given 
tentatively or mot announced at all, 
pending investigation of manufacturing 
costs. 

Notable at the Show was increased 
attention to design and merchandising, 
with engineering problems  subordi- 
nated. 

Practically every manufacturer of 
any importance and many lesser lights 
displayed their wares in over a hun- 
dred booths at the Show. Notable ex- 
ception was Williams Oil-A-Matic, per- 
haps the Henry Ford of the oil burner 
industry. Lone wolf of oil-burnerdom, 
Williams rarely exhibits at Oil Burner 
Shows but is alleged to have led the 
industry in sales last year. Many of 
the aspirants to Williams’ position were 
confident of success due both to the 
trade’s reaction to their products and 
plans, and to the public’s approval. For 
the lion’s share of the show’s record- 
breaking attendance of 25,000 was made 
up of home owners from Philadelphia 
and environs, strong in their approba- 
tion of the new models. 

Boiler-burner units easily stole the 
dramatic spotlight from the conversion 
burners, although oil burner men ad- 
mitted that conversion burners would 
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still account for the bulk of sales until 
a home building boom commenced. 
Among the companies to display the 
boiler-burner combinations were Beth- 
lehem-Doe, Century, Cleveland-Torid- 
heet, Electrol, General Electric, Gilbert 
& Barker, Petro-Nokol, Reif-Rexoil, 
Super Automatic, Timken Silent Au- 
tomatic, Gar Wood and York. 

Conversion burners that saw the first 
official light of day at the Oil Burner 
Show also were in evidence. Cleveland 
Steel Products, long champions of their 
Toridheet rotary burner, brought out 
a new pressure atomizing burner to 
complete their line. Quiet May found 
a noisy but enthusiastic reception for 
their slick new burner, jacketed by in- 
dustrial designer Lurelle Guild. May 
officials spoke apologetically of the num- 
ber of carloads of new burners by 
which they were behind in orders. 
Wayne officials spoke of the success of 
their “Coalitosis” campaign. Timken 
Silent Automatic showed not only their 
merchandise but a brand new president 
and a brand new sales manager. Gen- 
eral Electric talked about, but did not 
have the temerity to display, their new 
gas boiler-burner unit. 

General Electric was not, however, 
the only company to give a distinct elec- 
trical appliance flavor to the Philadel- 
phia Oil Burner Show. Kelvinator dis- 
played the electric oil burner it now 
sells along with its refrigerator and 
the Westinghouse Electric Supply Com- 
pany exhibited the Marr burner which 
it is selling. Electrical appliance trade 
flavor was also given the Show by such 
electrical appliance distributors in 
Philadelphia as Raymond Rosen, Trill- 
ing & Montague, Elliott-Lewis and 


Pierce-Phelps who handle oil burners. - 


The electrical appliance trade was 
further in evidence at the manufac- 
turers’ dealer sales conventions, sand- 
wiched in between the Show and the 
Convention by such manufacturers as 
Bethlehem-Doe and Automatic Burner 
Corporation. 

Further tie-up between the electrical 
appliance trade and the oil burner in- 
dustry was forged by the increased 
number of air conditioning displays at 
the Show. General Electric, Kelvina- 
tor, Gar Wood, Century Engineering, 
York and Electrol were some of the ex- 
hibitors of this class of equipment. 

Somewhat secondary to the Show it- 
self were the meetings of the American 
Oil Burner Association Convention, 
perhaps on the theory that dealers and 


SHERMAN OF SILENT GLOW 
New Oil Burner Association Head 


distributors would rather look at new 
models than listen to speeches. Despite 
this, meetings were well attended and 
full of much meat for the industry. 
High point of the sessions was prob- 
ably the review of the Oil Burner Code 
Authority activity by Morgan J. Ham- 
mers, chairman of the Code Authority, 
retiring president of the Association and 
executive of Petroleum Heat and Power 
Co. Code activity was further repre- 
sented by W. Schwan, Assistant Dep- 
uty Administrator, N.R.A. 

T. K. Quinn, General Electric’s Vice 
President, occupied the limelight of one 
Convention session when he frankly 
discussed the’ place of the large manu- 
facturer, and especially the General 
Electric Company, in the oil heating 
business. 

More prosaic, but far-reaching in its 
possibilities was the presentation of the 
uniform NRA cost accounting system 
for the oil burner industry—a system 
that was hailed as signalizing the end 
of price cutting in the industry. To 
be sure there were those at the Con- 
vention who seemed skeptical of any 
price regulation plan, but their com- 
ments were made privately. 

No convention is complete without 
new officers, and the American Oil 
Burner Association elected as president 
R. M. Sherman, president of the Silent 
Glow Oil Burner Corporation of Hart- 
ford to sueceed Mr. Hammers. R. S. 
Bohn, chairman of the Dealer Division, 
was succeeded by C. J. Bassler, presi- 
dent of the Air Conditioning Corpo- 
ration, General Electric distributors in 
Chicago. Harry F. Tapp continues as 


executive secretary. 
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“Selling is not always 
conversation,” says 
Eugene Coyne, “a rub 
of the knuckles over a 
tub, giving a wash- 
board sound, some- 
times shows a sales 
point.” 


washer salesman is getting 
nowhere with a prospect he 


has three other alternates to T h e 


” 
urn Orv ef 


the sale to; sales strategy 
that helped the General 
Furniture Co. to sell 750 
washers in January and 
February this year. 


Philosophy 


FOUR SALESMEN ... four types of personalities—may be swung into the sales picture when necessary 
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TOUCH ON 
A BELL 


brings up a new 
salesman with a 
fresh viewpoint 


T. F. Blackburn 


ette radio program halted for the commercial 
announcement. 
“Dromedaries are toasted,’ barked one man. 
“Not a cough in a carload,” broke in the second. 
“They end jangled nerves,” roared a third. 
“They satisfy,” concluded the fourth man. 

Four voices, four personalities, joined together to 
deliver one selling message. Without realizing it, per- 
haps, the cigarette manufacturer had adopted the prin- 
ciple of the turnover—the T.O.—that appears to be com- 
ing into popularity in the appliance field. The General 
Furniture Company of Chicago, whose washer depart- 
ment is headed by Eugene Coyne, sold some 2,419 wash- 
ing machines out of its twelve stores in 1933 and some 
757 in the first two months of 1934 as a result of this 
policy. This in a washer department which has been 
active only 14 years. 


, \HE other evening the music of a popular cigar- 


Diplomatic Salesmen 


E have found that price advertising is the appeal 
that gets immediate action from the public,’ Mr. 
Coyne declares. “The thought of a bargain will crystal- 
lize a family’s wish quicker than anything else. Now 
then, the economic illiteracy of the American public is 
such that it really does not know what it wants. We 
give our customers a college education in machines, and 
sell them washers that they should have for the job. 
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Almost without exception, our old customers have felt 


that we did them a favor. 
value of the T.O. system. 

In practice, the T.O. system is based on the fact that 
a person may like one salesman better than another, may 
respond more readily to one type of personality than he 
will to a second. The job is to win the prospect’s con- 
fidence, Mr. Coyne says, and the sale is made. You 
can sell him any kind of washing machine he should have, 
within the limits of his purse, once he believes in you. 

Diplomacy is required from the salesman in perform- 
ing the act of turning over the prospect to another man. 
If crudely done, the customer will resent it. If the act 
is performed with a smooth team play the customer is 
never aware of what is happening. The next salesman 
is introduced into the picture so smoothly that it looks 
accidental. “Excuse me for a minute,” says the first 
salesman, “I’ve got another customer on the next floor” 
—and he’s gone. 


That alone is proof of the 


When to Act 


HE time to make the shift is easily determined by 
an experienced man. For the beginner, perhaps, 
some rules of observation are necessary. Make the turn- 
over, advises Mr. Coyne, when— 
1. Prospect starts edging away from you. 
2. Prospect ceases to ‘pay attention to what you are 
saying. 
3. Prospect begins to fidget and look in another direc- 
tion. 
Examine a typical sale and you can see the smooth 
working of the system, as organized as a relay race. 
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A group of Rex Cole’s 
finest! These salesmen, 
contest winners, are off 
for a well earned holiday. 


4 
are 


Districts 


Sixty per cent of all appli- 
ance sales from unregistered 
prospects, Rex Cole found. 
Now a salesman covers his ter- 
ritory every sixty days—a pro- 
gram of consistent canvassing 
that eliminates cold - turkey 
selling for 250 men 


(Fino results from appliance salesmen boils 


down to giving them something definite to do. 
That was the conclusion that Austin Monty of 
the Philadelphia Electric Company came to a year ago 
and which resulted in that utility adopting the “Monty 
Plan” whereby the outside salesman’s work is as clearly 
outlined as a factory worker’s in a production line. 
(Electrical Merchandising, December, 1933). 

It is a problem, too, with which the larger distributors 
have grappled. None have been more successful, perhaps, 
than Rex Cole, General Electric distributor in New York. 
What appeared to be a water-tight schedule for sales- 
men, however, has recently been refined further—a re- 
finement necessitated in many ways by the changed condi- 
tions prevailing in the appliance business. Having more 
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than one appliance to sell to the home calls for a different 
selling technique, a different approach, than obtained 
previously. 

The new district plan for salesmen outlined in this 
article is Rex Cole’s approach to the management prob- 
lem. Paul H. Hichborn, who supervises retail sales, 
makes it clear: 

“In the first place,” he said, “and it might as well be 
clearly understood—finding the prospect in 1934 selling 
does not differ in any way from finding the prospect in 
1932 or 1933 selling from the standpoint of direct con- 
tact with the home. Canvassing, on a regular schedule, is 
as important today as ever. Only through canvassing is 
it possible to find out exactly where your prospects lie, 
whether they are future prospects, or whether they are 
prospects that have just come into the market. 

“Most sales come from new prospects, those who have 
not been registered. That may seem far-fetched. But 
it isn’t. It is the one fact that out of years of contacting 
the home we have definitely established. Get this point: 
60 per cent of all our appliance business is unregistered. 
That means that 60 per cent of the people to whom we 
make a sale have not been called upon within 60 days 
before the consummation of the order. 

“That is why canvassing is important and will remain 
important.” 

Paul Hichborn has some 250 retail appliance salesmen 
under his direction. They sell refrigerators, clothes wash- 
ers, ironers, cleaners, electric ranges, dishwashers, etc. 
They cover Manhattan, Brooklyn, Queens, Staten Island 
and the Bronx. They sell to humble cottages in Great 
Kills, to two-family houses in Canarsie and to the ritzier 
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An interview with 


H. Hichborn 


Retail Sales Manager 
Rex Cole, Inc. 


Paul 
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residences that dot the Long Island shoreline. Brought 
up on selling General Electric refrigerators, in which 
Rex Cole’s distributorship grossed well into seven figures 
annually, they have branched out into the entire appli- 
ance field and have become what Paul Hichborn terms 
“home appliance specialists.” Actually, it is the District 
Representative Plan in a new form! 

In attempting, therefore, to analyze just how one great 
retail sales organization adapts itself to the new selling 
conditions of 1934, it is well to understand just how the 
organization functions. 

“There is no doubt about the fact that any live sell- 
ing organization has got to adjust itself to new condi- 
tions,” Mr. Hichborn said. “Thousands of people now 
have jobs, thousands more have had their salaries in- 
creased and—most important—those people who held 
their jobs but who were afraid to commit themselves to 
major purchases have lost that fear and are definitely in 
the market for our goods. They have reached the point 
where they can see over the hill and they are no longer 
worried about what the future will bring. 

“Those are the three classes of people we have to 
reach. And we are going to concentrate just as heavily 
on canvassing as ever to do so. 

“As I see it, the order of selling today is as follows: 
First, canvassing; secondly, using the user; thirdly, ad- 
vertising and sales promotion. Those are the three most 
important methods of finding prospects in 1934. I put 
advertising and sales promotion last because sales from 
that source should represent about 30 per cent of every 
salesman’s volume. In other words, the salesman should 
get three sales through promotional channels and seven 
from direct contact with the prospects in his territory. 

“And speaking of territories. You know this appli- 
ance business has undergone a great many radical 
changes. The old days of the doorbell pusher, with a 
one-time sale to make are out. It is no longer a problem 
of selling a housewife one particular appliance —a 
cleaner, let us say—and never expecting to see her 
again. 

“In our organization every salesman is given a pro- 
tected territory. He should contact each family in his 
district on an average of once every six months. What 
does that mean? It means that within eight months of 
his starting work in that territory, there should be no 
such thing as cold turkey canvass left in his vocabulary. 

“Because he has six or eight different appliances to 
sell, but back of it all the ideal that he is trying to get 
over to the housewife is the all-electric kitchen. That 
is why we like to term our men home specialists. 

“They are high-grade men with a distinct profession. 
Just as the doctor and the lawyer and the insurance ad- 
visor call regularly on the family, so does the home 
specialist. His field is the kitchen, primarily. His job 
is to sell the housewife, consecutively, on the idea of 

(Please turn to page 56) 
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MANUFACTURERS EXHIBIT 


TVA MODELS OF 


REFRIGER- 


ATORS, RANGES AND WATER 


HEATERS 


Lilienthal Approves Ranges. Thinks Refrigerators 


Priced Too High 


HE long-awaited “TVA models” of 

electric appliances — refrigerators, 
electric ranges and water heaters—were 
put on display at the headquarters of 
the National Electric Manufacturers 
Association, March 9. In every case, 
they were models taken out of the manu- 
facturer’s present line, re-priced, and 
submitted as the model on which inten- 
sive promotion will be directed in the 
Tennessee Valley area. 

Styles were completely conventional, 
as had been anticipated, but so, in most 
cases, were the prices and it was the 
price range to be established by the 
Electric Home & Farm Authority that 
created the greatest speculation. Manu- 
facturers had no clue except the knowl- 
edge that the models submitted should 
be “substantially below present market 
levels” in their price to the consumer. 
Only the prices submitted by the range 
manufacturers seemed to find favor in 
the eyes of David E. Lilienthal, presi- 
dent of EH&FA and one of the direc- 
tors of the Tennessee Valley Authority. 
The range price tentatively agreed upon 
was around $75. 

Ten range manufacturers exhibited 
models: Lindemann & Hoverson (L. & 
H.), Rutenber Electric Co. (Marion), 
Malleable Iron Range Co. (Monarch), 
Landers, Frary & Clark (Universal) 
Estate Stove Co. (Estate), Electro- 
master, Inc. (Waldorf), Edison General 
Electric Appliance Co. (Hotpoint) 
A-B Stove Co. (A-B Electric), Walker 
& Pratt Mig. Co. (Crawford), Standard 
Stove Co. (Standard), Westinghouse 
Electric & Mfg. Co. (Westinghouse), 
and Electric Manufacturers, Inc. 
(Countess ). All the ranges were 
three-burner models, with automatic 
oven temperature control. Two of the 
models were table-top design. Clock 
controls and convenience outlets have 
been omitted from the models shown, 
as have all the other frills that more 
expensive ranges would feature. But 
provision has been made for these addi- 
tional features being incorporated at a 
later date and at the discretion of the 
owner. 

Ten refrigerators were on view: 
Frigidaire, Norge, Kelvinator, Leonard, 
Star-Freeze, Stewart-Warner, Gibson, 
Crosley and Westinghouse. General 
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DIRECTOR LILIENTHAL 


Wants lower and lower prices on 
Tennessee Valley appliances 


Electric, according to advices, were go- 
ing into production on a special model 
designed especially for the Tennessee 
experiment. Insofar as could be deter- 
mined, most of the models displayed 
were of non-porcelain finishes, which 
would automatically disqualify them 
under the financing rules set up by 
EH&FA. 

From all the information obtainable, 
the refrigerator prices were somewhat 
below the present market levels, but 
they failed to meet the approval of Mr. 
Lilienthal, who felt that the prices were 
still too high to warrant their reach- 
ing the immediate mass market of 150,- 
000 homes within the Tennessee Valley 
area. In addition, he pointed out, the 
refrigerator has a present market ac- 
ceptance that the range or the electric 
water heater cannot match. A _ reduc- 
tion in price of 30 per cent was good in 
a rising market, he said, but where the 
direct manufacturer’s cost is only 25 
per cent, he feels that substantial re- 
ductions should still be forthcoming. 
With an assured market, manufacturers 
can afford to re-tool and produce an 
entirely new low-priced refrigerator, he 
feels. 

In a letter to the refrigerator manu- 
facturers, Mr. Lilienthal this 
point clear: 


“It is our conclusion that this price, 
while lower than the existing price, is 
still too high to accomplish the wide 
distribution in the huge market of 
people of moderate and low income 
which the Electric Home & Farm 
Authority contemplates. We are 
committed to the opinion that electric 
refrigeration should be obtainable even 
in the humblest home, and particularly in 
states having a warm climate. The elec. 
tric rates fixed by the Tennessee Valley 
Authority . . . .have removed cost of 
operation as a serious deterrent to elec- 
tric refrigeration in the section affected 
by these rate reductions. . . . Our ob- 
jectives may call for an entirely new 
approach in the design of electric re- 
frigerators, in which costs are markedly 
reduced without loss of essential quality 
and durability. ... 

“To meet the immediate need, how- 
ever, we recommend that you recalcu- 
late your costs on the model submitted. 
We shall be ready at any time to re- 
ceive revised proposals. .. . Ifsuch... 
appear satisfactory, I shall be ready to 
recommend to the Board of Directors 
that consumer’s paper be financed by 
the Electric Home & Farm Authority 
to facilitate the purchase of that 
product, and that an extensive educa- 
tional and promotional program re- 
specting electric refrigeration proceed 
forthwith.” 

To the electric range manufacturers, 
while tentatively approving the models 
and the price ranges submitted, Mr. 
Lilienthal made it clear that financ- 
ing would be recommended, beginning 
immediately, but lasting only until 
August 1. After that four-month period, 
he feels that the manufacturers will have 
had time to re-tool and to submit a new 
model range at still lower prices. 

“This gives us an opportunity,” he 
said, in a letter to the range manufac- 
turers, “to begin this program at once 
on the basis of the equipment which can 
be quickly supplied in quantities, at 
prices which are lower than those now 
prevailing, and yet leaves the Elec- 
tric Home & Farm Authority free 
to finance on a permanent basis the 
products of one or more manufacturers 
who have succeeded in seeking further 
reductions in price along the line sug- 
gested.” 

Fifteen manufacturers submitted 
models of water heaters to EH&FA. 
Included were: Hynes & Cox (Red 
Crown), Edison General Electric Ap- 
pliance Co. (Hotpoint), Hoffman Elec- 
tric Heater Co. (Hoffman), Cleveland 
Heater Co. (Rex), Clark Electric Co., 
division of McGraw Electric Co. 
(Clark), Lindemann & Hoverson Co. 
(L & H), Electrohot, Pemco, Westing- 
house and Hubbell. 
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No prices were given out on water 
heaters, but Mr. Lilienthal expressed 
tacit approval of the models submitted 
by holding out the prospect of im- 
mediate laboratory tests “under recog- 
nized auspices and with the continued 
cooperation of the United States Bureau 
of Standards and the Bureau of Home 
Economics of the Department of Agri- 
culture.” 

Some indication of the nation-wide in- 
terest the TVA experiment has aroused 
may be gathered from the fact that TVA 
has received specific inquiries from big 
municipal utility companies concerning 
the prospects of marketing the new line 
of appliances, approved by EH&FA, in 
their own territories, notably, Los 
Angeles, Tacoma and Seattle. Privately- 
owned utilities are also interested. 

TVA’s spring sales campaign on ap- 
pliances is all set to go. It will be con- 
fined to the Tennessee Valley, but Mr. 
Lilienthal sees no legal or policy objec- 
tion to extending appliance sales to out- 
side states if agreement can be reached 
on rates satisfactory to TVA. 


General Electric’s Answer 


ADICAL departure in the design of 

refrigerators is the answer of the 
General Electric Co, to the call made by 
the Electric Home and Farm Authority 
for a line of high-quality electric appli- 
ances to sell at low price in the Ten- 
nessee Valley area. 

The new refrigerator submitted by 
General Electric is combined with an 
electric range, also new in design, form- 
ing a compact and attractive “electric 
kitchen” unit which can be quickly in- 
stalled in any home. 

“We have tried to meet your require- 
ments by making an entirely new ap- 
proach in design,” says Mr. T. K. 
Quinn, vice-president of the General 
Electric Co., in submitting the unit. 
“We are reducing costs in anticipation 
of greater volume, and at the same time 
improving the quality and durability of 
the product.” 

“This is what we have wanted,” com- 
mented Mr. Lilienthal. “The new 
General Electric refrigerator and range 
appear to be in line with our technical 
requirements.” 

Mr. Lilienthal states that he has also 
received definite assurances from a num- 
ber of other manufacturers of totally new 
designs for refrigerators and ranges un- 
derway in their plants. He expresses 
“gratification” of the progress made in 
the appliance program and announces ac- 
ceptance, pending early submission of 
new designs, of revised price proposals 
made by the Kelvinator Sales Corp., 
Frigidaire Corp. and the Leonard Re- 
frigerator Co. on standard refrigera- 
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tors. The Kelvinator Sales 
expects to submit to EHFA an entirely 
new design in early April. 

“We are confident that prices of re- 
frigerators as approved for the Valley 
market will be between $70 and $80,” 


Corp. declares Mr. Lilienthal. 


“This price is 
to be compared with present installed 
prices for the same equipment of 
around $115. And with the increase 
in volume we may anticipate further re- 
ductions in the future.” 


SALES FIGURES OF THE MONTH 


HAT the electrical appliance busi- 

ness has gotten off to a good start 
in 1934 is apparent from the sales 
figures for January and February, be- 
ginning to come in. 


Refrigerators 


From the Electric Refrigeration Bu- 
reau, comes the report that January 
sales of household domestic refrigera- 


‘ tors amounted to 35,212 units—an 87.1 


per cent realization of the 40,420 quota 
set up. Quota for the year is 1,010,506 
units, set up on the basis of the 1,065,000 
units the industry sold in 1933. 


Vacuum Cleaners 


C. G. Frantz, secretary of the 
Vacuum Cleaner Manufacturers Asso- 
ciation, reports that January sales 


amounted to 45,006 units, a substantial 
increase over the 28,462 units sold in 
January, 1933. Hand cleaner sales for 
the first month of this year amounted 
to 14,802 units. 


Oil Burners 
Oil burner sales for January amounted 


to 2,220 units, compared to 1,556 units 
in January, 1933, according to the De- 
partment of Commerce, Bureau of 
Census. The figures are for United 
States shipments of mechanical draft 
burners. These comprise 149 manu- 
facturers. 


Washers and Ironers 


The American Washing Machine 
Manufacturers Association, of which 
J. R. Bohnen is executive secretary, 
began collecting figures on ironing ma- 
chine sales for the first time beginning 
with January, 1934. 

January figures show a total of 6,826 
ironers sold (all types), compared to 
4,173 in January, 1933. Portable models 
accounted for 2,461 of this total, while 
table models represented 4,365 units. 
The table model figures showed almost 
100 per cent increase over January, 
1933, figures. 

Washers, too, almost doubled last 
year’s figures: A total of 81,488 units 
were sold, compared to 47,653 in Janu- 
ary last year. Of the total, 6,285 were 
gasoline-motored units which showed a 
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A PORTABLE ELECTRICAL HOSTESS 


The “Kookette,” invented by Henry Bosch, Jr., San Francisco, is 
intended to perform all the light cooking and percolating operations 


and to supply electrical energy from a portable dispenser. 


Perma- 


nently attached service cords on table appliances are rendered obsolete 


by this unique traveling hostess. 
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this month 


striking and significant increase over 
last year’s January figure of 1,678 units. 
More evidence that the buying power of 
the farmer and the rural customer is 
already making itself felt. Briggs & 
Stratton, who manufacture gas engines 
for washers, are capitalizing on the 
trend and are going into an advertising 
campaign in farm papers this spring. 
1933 Washer Figures Revised 


INAL revision of the sales figures 

on washers for the year 1933 comes 
from the American Washing Machine 
Manufacturers Association. Sales of 
all types of washers totaled 1,028,637. 
Of this total electric washers represent 
962,132 units and gasoline powered 
washers 63,383. The average retail 
price on electric washers is $55 as given 
in EvectricAL MERCHANDISING for 
January. This average price figure is 
not official but a careful estimate. 


UTILITY SALES 
CONFERENCE 
DRAMATIZED 


EARCHING for a new method of 

presenting the sales program for the 
coming year, M. C. Morrow, sales man- 
ager of Pennsylvania Power & Light 
Company, decided to dramatize the pro- 
gram in a one-day meeting. 

On the morning of February 1, the 
entire sales and executive organization 
of the Pennsylvania Power & Light 
Company gathered at a local theatre in 
Allentown, Pennsylvania. The audi- 
ence approximated 600 and _ included 
all salesmen, sales supervisors, district 
managers, division managers, and de- 
partment heads. 

Following the market presentations a 
display of the various products and 
services which the company offers was 
made in groups, including lighting, 


MEALEY 
After fifteen years with the Gen- 
eral Electric Company, Harry C. 
Mealey has been appointed Man- 
ager of the Hotpoint Refrigerator 
Division of the company’s Specialty 
Appliance Department, Nela Park, 
Cleveland. 
small appliances, domestic refrigeration, 
water heating, house heating, home 
laundry, commercial cooking, commer- 
cial refrigeration, and domestic cook- 
ing. At the conclusion of these indi- 
vidual presentations illustrating the 
desirability of the service rendered by 
the various groups, a mass display was 
presented from the stage of all the 
products offered through the sales or- 
ganization. This is the first time that 
the sales organization had ever seen all 
the products in one display and it cre- 
ated a striking impression on the minds 
of everyone attending the conference. 


LOUIS RUTHENBURG 
NEW SERVEL 
PRESIDENT 
Succeeds H. H. Springford 
R. AXEL WENNER-GREN, 
Chairman of the Board of Servel, 
Inc., announces the election of Mr. 


PENN POWER & LIGHT SHOW 


Company sales executives were the actors; electrical appliances were 
the props. 600 enjoyed the show. 
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RUTHENBURG 


For four years president of Cope- 
land Products, Inc., and former 
chairman of the Refrigeration Di- 
vision of NEMA, Louis Ruthenburg 
has just been made president of 
Servel, Inc., succeeding H 
Springford. 


PERKINS 


Director and former assistant to 
the president of Kelvinator Cor- 
poration, H. G. Perkins has been 
recently created a_ vice-president. 
He came to Kelvinator in 1929 
after long experience with other 
industries. 


Louis Ruthenburg, of Detroit, to the 
Presidency of that Corporation at a re- 
cent meeting of the Board. 

Mr. H. H. Springford, retiring 
President, is retained in an advisory 
capacity on a basis which will leave 
him free to devote time to other 
interests. 

Mr. Ruthenburg has been promi- 
nently identified with the refrigeration 
industry since early 1929, when he re- 
signed the Vice-Presidency of the Gen- 
eral Motors Truck Company to become 
President of Copeland Products, Inc. A 
year later he was elected to the Chair- 
manship of the Refrigeration Division 
of National Electrical Manufacturers 
Association. Since September, 1932, he 
has served as consultant to the Refrig- 
eration Industry and has done much to 
coordinate the Industry’s operations 
with the provisions of the National In- 
dustrial Recovery Act. 
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ELECTRICAL “THERMOMETER” 
FOR LAMP TESTING CLICKS 


IN CHICAGO 


HAT women will open their doors 

to discover the right amount of light 
needed over the piano, the davenport or 
the sewing machine, and will buy the 
proper lamps that give it, has been the 
discovery of Chicago’s Commonwealth 
Edison Company, following a_ three 
months’ “Better Light, Better Sight” 
campaign with the aid of the photo elec- 
tric cell lamp tester. 

In 668 calls some 366 kw. of load has 
been added, in addition to lamp sales in 
almost every home, the home service 
division reports. In all cases these 
home inspections were by invitation 
only, and many calls resulted in other 
business for the company. 

First device to reduce lighting prob- 
lems from conversation to cold facts, 
the photo cell tester is remarkable in its 
ability to reveal weaknesses in inferior 
or worn out lamps, according to Miss 
Caroline Whittemore, head of the de- 
partment. Bargains are often shown to 
be poor buys when their deficiencies 
of from 10 to 20 per cent stand out 
plainly. 

Merchandising strategy possible with 
the tester has been shown as follows: 

1. With lamp departments, a demon- 
stration can be put on that is sure fire 
in stopping traffic. 


2. For outside selling, it lends itself 
to making electrical surveys and 
censuses. 


3. Utilities will discover it puts load 
on lines. “Commonwealth Edison is 
carrying on in this activity,” says Miss 
Whittemore. “If we can add one kilo- 
watt hour a year to each of our approxi- 
mately 800,000 customers, the value is 
self apparent.” 


NEW POSITIONS OF THE MONTH 


Kelvinator 


G. PERKINS, assistant to the 
® president of Kelvinator Corpora- 
tion, has been made a _ vice-president. 
He also is a director of the corporation. 
Coming to Kelvinator in 1929 after a 
varied experience with a number of 
large industrial organizations, he has 
been closely identitied with the formula- 
tion and administration of the company’s 
policies since. 


General Electric 


ARRY C. MEALEY, who has been 
connected with General Electric 
Company for the past fifteen years, has 
been named manager of the Hotpoint 
Electric Refrigerator Division of the 
company’s specialty appliance sales de- 
partment, with headquarters at Nela 
Park, Cleveland. 
Hotpoints will be made in three 
models of four, five and seven cubic feet 
capacity. These three sizes cover 87 
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per cent of the domestic electric re- 
frigerator demand, according to Mealey. 


Leonard 


EPARTMENT store activity of 

Leonard Refrigerator Company is 
now under the direction of J. J. O'Neil, 
Godfrey Strelinger, Leonard sales man- 
ager, has announced. 

Mr. O’Neil was formerly new busi- 
ness manager of Refrigeration Discount 
Corporation, in charge of financing all 
Leonard deferred payment sales. He 
managed the Leonard exhibit at A Cen- 
tury of Progress, and had charge of the 
firm’s display at the Furniture Mart in 
Chicago in January and February. 


Servel 


W. SLOWE, who was formerly 

® connected with the Servel national 
organization with headquarters in Wash- 
ington, D. C., has been appointed Com- 
mercial Sales Manager for Servel’s 
Pittsburgh branch, it was announced by 


Women will take 
you all over the 
house to have lamp 
tests made, Miss 
Jean Murray finds. 
A cheap lamp is 
often revealed as 
no bargain, when it 
is shown that 10 
to 20% of its effi- 
ciency been 
blotted out. 


Mr. F. E. Sellman, vice-president in 
charge of sales, Servel Sales, Inc. 


Gar Wood 


AR WOOD'S plans to meet the de- 

mand for automatic home heating 
appliances contemplate greatly increased 
activities in that division of Gar Wood 
Industries, Inc., according to Logan T. 
Wood, vice-president and general man- 
ager in charge of operations of the 
parent company. 

To head up the Air Conditioning divi- 
sion Mr. Wood announces the appoint- 
ment of Mr. Frank H. Dewey as man- 
ager. For many years Mr. Dewey has 
served as sales manager of the Wood 
Hydraulic Hoist & Body Company, of 
which Gar Wood Industries, Inc., is the 
successor. He is an engineer by profes- 
sion and also brings to his new duties a 
long experience in the engineering and 
manufacturing policies of the company. 


W urlitzer 


HE Rudolph Wurlitzer Manufac- 

turing Company have appointed 
C. N. Deverall head of the Refrigeration 
Division. Mr. Deverall has been with 
the company in engineering capacities 
since 1920. To take active charge of 
the Air-Conditioning Division, in which 
the Wurlitzer Company is becoming in- 
creasingly active, Mr. Charles Fox 
Beeler has been appointed to assist with 
sales and superintend design and _ in- 
stallation. 
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UTILITIES USING 
TRUCK POSTERS 


By Donald Maxwell 


NEW advertising, sales-promo- 

tion medium, has been  success- 
fully introduced into the field of appli- 
ance selling—truck posters. 

Appliance merchandising is a specialty 
proposition; and to put across a suc- 
cessful and sustained specialty selling 
campaign requires much more adver- 
tising space than does the usual staple 
or commodity campaign. How then to 
get the nation’s housewives, effectively 
and economically, with educational and 
sales-promotional messages, became the 
problem with the manufacturers, utili- 
ties, and in lesser degree with the 
dealers. 

Many years ago the American Ex- 
press Company decided to utilize the 
space on the sides of their wagons for 
advertising purposes. What could be 
more obvious? Free advertising space! 
Valuable advertising space! This idea 
was so resultful that they installed ex- 
pensive all-metal frames on their entire 
fleet of trucks which replaced their 
wagons, a comparatively inexpensive 


A TRAVELING BILLBOARD 
American Express Company found them valuable—why not the 
utility or distributor? 


The 


investment that has paid for itself, many 
times over, according to records. 

In the latter part of 1929 (at the be- 
ginning of the depression, it is worthy 
to note) the Company of which I am 
the head, secured the contract for pro- 
ducing posters for the Graybar Electric 
Manufacturing Company. 


PIANOS AND REFRIGERATORS 


Cluett & 


Sons have been a retail music house since 1854. 


They have 


stores in Schenectady, Troy and Albany, New York. Beginning with 
pianos they added through the years the phonograph, the radio, small 


musical 


instruments and sheet music. 
(Westinghouse) a year and a half ago. 


They took on refrigerators 
They handle refrigerators in 


Albany and Schenectady and the full line of appliances at Troy. Dur- 

ing 1932 they sold 65 refrigerators out of Schenectady, 119 out of 

Troy and 28 in October, November and December out of Albany. 

Their 1933 business will be an increase over last year as shown by 

the fact that they sold 40 refrigerators up to October 22, 1933, in 
Schenectady. 
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A schedule was worked out, to tie-in 
with national and local merchandise 
campaigns and a plan was developed for 
best utilizing the posters in connection 
with these various campaigns. Gray- 
bar dealers were offered the opportunity 
to co-operate with the Graybar Com- 
pany in the use of this new medium, on 
a schedule basis. 

After much experimental work in con- 
nection with the “modus operandi” of 
the plan and its proper co-ordination, 
it was launched not only throughout 
the United States, but in Hawaii, Alaska 
and the Philippines, as a dealer, co- 
operative, merchandising plan. What 
has been accomplished by this poster plan 
since then, can best be summarized by 
quoting an excerpt from a recent letter 
from Mr. K. B. Hopkins, of the Gray- 
bar Company: “You will be interested 
to know that we have received approval 
for the 1934 advertising, and that our 
‘dealer poster plan’ is very definitely a 
part of our merchandising, sales-promo- 
tion efforts for the year. It seems ap- 
propriate at this time to tell you that our 
poster plan has constantly grown, even 
during the past few years of depression, 
and both our dealers and distributing 
houses are very well satisfied with the 
quality of the posters.” 

About a year ago the American Gas 
& Electric properties inaugurated this 
plan, in conjunction with their co-ordi- 
nated merchandising activities. Mr. 
H. P. Megargee, Manager of Adver- 
tising and Lighting for that Company, 
has many interesting results to report 
following their first year’s experience 
with the plan. “Last year,” according 
to Mr. Megargee, “we sold more electric 
refrigerators than were ever sold be- 
fore in a year by our Company. That 
our posters played an important part in 
the sale of this merchandise is quite 
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evident. Some of our properties go so 
far as to say that they consider our 
posters to be the finest medium of ad- 
vertising that they have ever used.” 
As for the dealer’s reaction to the 
poster plan, Mr. Megargee says that, 
“After using posters for only a year the 
dealers throughout our territory report 
that they are more than ever enthused 
with the results they have had from the 
posters, in their selling campaigns.” 


All of the properties of the Associated 
Gas & Electric System have also used 
this plan for about a year. Mr. B. M. 
Fast of that Company, reports that “The 
surprising economy and effectiveness of 
posters makes their use in merchandise 
campaigns a pre-determined success. 
Moreover their flexibility and versatility 
are important features. We use posters 
not only on trucks, but as part of our 
window and store displays.” 


DISTRIBUTORS APPOINTED 


EONARD Refrigerator Company 
during February enfranchised eight 
new distributors and 224 new dealers, it 
was announced by Godfrey Strelinger, 
sales manager. 

The new Leonard distributors are 
Hughes & Company, Spokane, Wash. ; 
H. R. Curtiss Co., San Francisco; Kan- 
sas City Philco Co., Kansas City; Tay- 
lor Distributing Co., San Antonio, Tex. ; 
Mullin Furniture Co., Dodge City, Kan- 
sas; Bertram Motor Supply Co., Boise, 
Idaho; Cain Radio Company, Jackson- 
ville, Fla., and Ferrell-Wright Co., Al- 
bany, Ga. 

Howe and Company of Boston, one of 
the outstanding wholesale distributing 
companies in the East, has taken on the 
Horton line of washers and ironers for 
wholesole distribution in the New Eng- 
land States. 

The Automatic Washer Company an- 
nounce the appointment of the M. D. 
Larkin Company of 115 E. 3rd Street, 
Dayton, Ohio, as distributors for Auto- 
matic Washers and Ironers in Dayton 
and surrounding territory. 

The Permutit Company, New York, 
announces the appointment of Thomas 
C. Brodie, Inc., San Francisco, to handle 
Permutit water softeners, filters and ac- 
tivated carbon filters. The Brodie or- 
ganization, widely known as one of 
America’s outstanding merchandising 
plumbers, is creating a new department 
for Permutit sales and planning exten- 
sive local promotion. 

A. B. Cheatham has been franchised 
in Redwood City, Calif., and brings 
seventeen dealers with him. 

In Southern California, Warren Perin 
has been appointed and will travel sev- 
eral salesmen on Permutit to contact his 
350 dealers. 

In addition to these far western dis- 
tributors, The Permutit Company has 
recently franchised George McVoy of 
Plainfield, N. J., W. S. Rickenbacker 
of Allentown, Pa., and Beaver Oil Heat- 
ing Co., of Harrisburg, Pa. 

H. C. Bonfig, vice president and gen- 
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eral sales manager of the General 
Household Utilities Company, Chicago, 
Illinois, announces the appointment of 
the following distributors to their al- 
ready strong distributor clientele. 

Midwest Timmermann Company with 
offices at Dubuque and Davenport, Iowa, 
W. B. Davis Electric Supply Company, 
Memphis, Tenn., Modern Appliance & 
Supply Company, New Orleans, La., 
Bruno, New Jersey, Newark, N. J., 
Peaslee-Gaulbert Corporation, Jackson- 
ville, Fla. 

Announcement has been made by 
Servel of the appointment of Homer- 
King, Inc., Tacoma, Wash., as distribu- 
tor of Servel commercial refrigeration 
and air-conditioning equipment in the 
northwest territory. Also Townley 
Metal & Hardware Company, of Kansas 
City, Mo., as distributor for air-condi- 
tioning and commercial refrigerating 
equipment. 

Howard F. Smith, with offices at 142 
Liberty St., New York City, N. Y., has 
recently been appointed metropolitan 
representative for the Kato Engineer- 
ing Co,. Mankato, Minnesota. 

Kato manufactures a complete line of 
AC and DC generators and a complete 
line of AC and DC gasoline driven 
power plants. 

The Surgex Mfg. Co., Oakland, Calif., 
maker of the Surgex commercial elec- 
tric dishwasher which has had a very 
favorable reception on the Pacific Coast 
for a number of years, has appointed 
Kellogg and Tree, 300 Madison Avenue, 
New York City, as its exclusive national 
sales agent. In addition to the sales 
work, they will have charge of the ad- 
vertising campaign of the Surgex Com- 
pany. 


Stewart-Warner List 


AMES of distributors of Stewart- 
Warner electric refrigerators for 
forty-four territories were announced 


by the Stewart-Warner Corporation on 
March 15. 


The names of the distributors are as 
follows: Albany, N. Y., Ignition Serv- 
ice & Supply Co.; Atlanta, Ga., Capital 
Electric Co.; Baltimore, Md., Baltimore 
Gas Light Co.; Bluefield, W. Va., Blue- 
field Hardware Co.; Boston, Mass., 
Stewart-Warner Sales Co.; Buffalo, 
N. Y., H. D. Taylor Co.; Charleston, 
W. Va., R. H. Kyle & Co.; Charlotte, 
No. Car., Shaw Distributing Co.; Chi- 
cago, Ill., L. V. Whitney Distributor 
Corp.; Cincinnati, Ohio, Auto-Rad 
Supply Co.; Cleveland, Ohio, Geo. 
Worthington Co.; Columbus, Ohio, 
The Hughes-Peters Electric Corp.; 
Davenport, Iowa, Gierke-Robinson 
Co.; Decatur, Ill, The Field & Shorb 
Co.; Denver, Colo., The Stewart-War- 
ner Sales Co.; Duluth, Minn., Mar- 
shall-Wells Co.; Hartford, Conn., 
Stewart-Warner Sales Co.; Houston, 
Texas, Star Electric & Engineering 
Co., Inc.; Houston, Texas, H. J. Cohn 
Furn, Co.; Indianapolis, Ind., Mooney- 
Mueller-Ward Co.; Ithaca, N. Y., Tre- 
man, King & Co.; Joplin, Mo., Joplin 
Supply Co.; Kansas City, Mo., Stewart- 
Warner Alemite Co.; Knoxville, Tenn., 
House Hasson Hdwe. Co. Inc.; Little 
Rock, Ark., Brandon Co.; Los Angeles, 
Cal., Stewart-Warner Sales Co.; Louis- 
ville, Ky., Stratton & Tersteggo Co.; 
Milwaukee, Wis., Alemite Company of 
Wisconsin; Monroe, La., Monroe 
Furniture Co. Ltd.; Nashville, Tenn., 
Phillips Buttorff Mfg. Co.; Newark, 
N. J., Wholesale Radio Eqpmt. Co. 
Inc.; New York City, N. Y., Whole- 
sale Radio Equipment Co. Inc.; Nor- 
folk, Va., Dix-Bowers Co.; Omaha, 
Nebr., H. C. Noll Co.; Philadelphia, 
Pa., Pierce-Phelps Co.; Pittsburgh, 
Pa., Logan Gregg Hdwe. Co.; Port- 
land, Ore., Alemite Co. of the N.W.; 
Richmond, Va., A. R. Tiller Inc.; Sagi- 
naw, Mich., Morley Bros.; St. Louis, 
Mo., Stewart-Warner Sales Co.; San 
Antonio, Texas, Southwest Appliance 
Co.; San Francisco, Cal., Moore Elec- 
tric Supply Co.; Washington, D. C. 


Automatic and G. E. 


Automatic Burner Corporation dis- 
tributors newly appointed: Stern & 
Company of Hartford, Connecticut; 
Erskine-Healy, Inc., of Rochester, New 
York; The Zork Hardware Company of 
El Paso, Texas, and the F. B. Connelly 
Company, with branches in Seattle, Ta- 
coma and Portland. 

Three new dealers for G-E oil and 
gas furnaces and air-conditioning equip- 
ment have been announced by the Gen- 
eral Electric Air Conditioning Depart- 
ment. They are: Olson Brothers, 2137 
O Street, Lincoln, Nebr.; Tri City 
Electric Co., 320 Brody St., Davenport, 
Iowa; and Sutton Sales Co., Saginaw, 
Mich. 
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Two show tickets 
and a_ carnation 
drew the crowd. 


Virginia 


super shuffling about the stage. “My dear man,” 

he expostulated, “you are supposed to be a courtier 
at the Court of Louis XIV. You should strut like 
this.” 

“Mr. Mansfield,” the super replied, “If I could walk 
like that I’d be getting more than 25 cents a night.” 

“Ts that all you get?” demanded Mansfield. 

“Then walk any way you please.” 

The small town electric dealer, in the opinion of M. E. 
Minnich of Keyser, West Virginia, is in a good deal the 
same boat as the super. He can be sloppy and get by 
—or strut a little and make a real showing. 


RR ssier MANSFIELD, the actor, once saw a 


Takes Traffic Seriously 


YEAR ago Minnich gave up an obscure location on 
Mineral Street and closed a branch in Piedmont. 
Times were changing, he felt. No longer was he get- 
ting contracting jobs that kept his crew traveling one 
end of the state. It was ceasing to pay him to conduct 
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specialty selling operation over eight counties with 
low priced appliances. He read about store traffic in 
the cities, figured he could bring in the people in a 
town of 6,248. So he signed for a two-story corner 
location in the heart of Keyser. 


Come to our Picture Show 


HE windows were decorated with waving palms 

and elaborate backgrounds. There were all the 
usual appliances, including one of the most complete 
refrigerator stocks in the community. To top off his 
floor display however, he wanted something important. 
He found it in the General Electric kitchen, common 
enough in cities perhaps, but in a town of 6,248 it was 
a surprise to the natives. Every detail, diswasher, 
refrigerator, electric range, even to the painted scenes 
behind the window curtains was complete. 

By agreement with a local theater a sound film “Just 
around the corner” was run with the regular show. 
Every electric refrigerator and appliance owner on Min- 
nich’s list received an invitation to attend this theater 
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M. E. MINNICH 


Nearby its the Potomac 
River over which Washing- 
ton once tossed a dollar. 
Minnich thinks his plan 
will make a sales dollar go 
much farther. 


as his guest, while the film 
was being shown. Some of 
the invitations and tickets 
went a long way out in the 
state, but roads are good 
in West Virginia and Bar- 
bara Stanwyck was lending 
her charms to the event as 
well as General Electric. 
The records show that some 
1,400 people jumped in their cars, visited the show and 
came over to see the model kitchen. A home economist 
from the Potomac State College presided and explained 
things. A carnation was given to every woman visitor. 

“We haven't sold a complete G.E. kitchen yet,” states 
Mr. Minnich, “although we have three hot prospects on 


the fire. What that kitchen did was to sell some forty 
refrigerators off the floor. We moved three electric 
ranges. No dishwashers have been taken as yet, but I 


have hopes. We did get traffic, plenty of it, we got the 
women’s clubs to talking about us, and we got recog- 
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started as a contractor, grew into store keeping. 


MINNICH 
Or KEYSER 
CorRALS A 
GoodCorner 
And Invites 


8 Counties 


ToHis Show 


nition which would otherwise be impossible.” 
Like most small stores, Minnich keeps books rather 
sketchily (he is just starting on a G.E. system of 


accounting). However, he did keep track of “cash 
money” sales in the new location as compared with the 
Mineral Street and Piedmont stores. The odds are 
just 28 per cent in favor of the new location, he de- 
clares. With a yearly volume of about $30,000 this is 
encouraging. 

With eight counties on Thor and Maytag washers, 

(Please turn to page 62) 
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A Dealer Writes 


EDITOR ELECTRICAL MERCHANDISING: 


We have been waging a real battle for the sale of 
“Quality Merchandise” as opposed to “Price Merchan- 
dise.” It takes some work and salesmanship to keep the 
average up. 

We are of the opinion, however, that the solution of all 
our price problems in this business lies with the Factories. 
Unfortunately, at present, there seems little likelihood of 
controlling the manufacturer who is trying to make his 
way by underselling. 

We find the Public is willing, but, without some assist- 
ance on the part of the salesman, the average purchaser 
is unable to appraise the value in a piece of machinery 
such as a washing machine. 

And most retailers are lying down on the job. Only a 
few years ago, $165.00 was considered a reasonable price, 
but we had to sell them. 

Yours very truly, 
E. D. CONDON, President, 
Ben Franklin Electric Co.. 


P.S.: Think how many more could be employed if 


To The Editor...and. 


.. The Editor Answers 


DEAR MR. CONDON: 


I have just read your letter with unusual interest, and 
I am especially struck with your statement that the solu- 
tion of the price problems in the washer business lies 
with the factories. 

That is one of my own convictions, and I have been 
looking for a dealer who wanted to express this point of 
view for publication. In our October issue we carried 
an article by Howard E. Blood of the Norge Corporation 
on what he would do if he were a dealer. I have been 
hoping that there would be a comeback from some live 
dealer on what he would do if he were a manufacturer. 
If you have a point of view, which I believe you have on 
what you believe manufacturers—especially of washing 
machines—-should do to correct the present price situation, 
would you be interested in writing an article on this sub- 
ject which I could print? From your experience you 
ought to represent a constructive viewpoint of a great 
many other successful but hitherto inarticulate dealers 
thruout the country. 

Very truly yours, 
L. E. MOFFATT, 
Editor 


there were a minimum price of $99.50. 


QUITE agree, Mr. Blood! The dealer should en- 
| gage in active creative selling—large doses of it, both 

during peak periods and seasonal slumps. Yet, 
with low prices in effect, and without price stabilization, 
creative selling, on the part of the dealer, becomes well 
nigh impossible. Perhaps I should say impractical from 
a balance sheet viewpoint. 

Price stabilization, assumes basic importance in dis- 
cussing the problems of the industry, and I am referring 
particularly now to the washer business. I recognize that 
it is quite easy for me to say what I would do if I were a 
manufacturer because I am not one. I don’t have to put 
through my ideas; I don’t have to prove that they are 
workable. 

3ut just for the sake of argument let us say that the 
solution of the price problems in the washer business lies 
with the factories. Let us say, too, that something 
stronger is needed than a “trade agreement,” which is as 
easily broken as yesterday’s determination not to eat too 
much at the holiday board. 

But I am forgetting that I am a manufacturer now. 
I am looking about for a plan to stabilize price and to 
raise the quality level in the washer business. I want to 
produce only quality washers, sold at a price which per- 
mits me to pay American wages, and gives both my 
dealer outlets and myself a fair profit. I recognize that 
the dealers require money for promotional effort, and 
that profitable volume is far more important than in- 
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creasing the sale of the number of units. Creative selling 
on the part of Mr. Dealer will follow logically, if I, as a 
manufacturer, can pre-digest some of his price worries. 

Perhaps I can. First, I will go to the other members 
of our manufacturers’ trade group. The men to whom 
I will bring this co-problem are manufacturers with a 
viewpoint similar to my own. They are not the mar- 
ginal producers, present in every industry to keep the 
apple cart upset. I will point out that Monel metal for 
instance, assumes an important part in the manufacture 
of the quality washer. Also, that this metal is obtained 
from a very limited source. Can we go to this source, 
and contract for all of the metal to be supplied to the 
washer industry? 

Yes, this would mean that only a certain group of 
washer producers would be able to use Monel metal. I 
would do as the other manufacturers in the group. In 
conjunction with the use of the Monel metal tub, quality 
would be built into my washer product on every count. 
When the washer leaves my factory, it would be marked 
at a price which will be fair to myself, my workers, my 
dealer. 

My fellow manufacturers would do the same. Re- 
sultantly, if Mrs. Consumer chose to go a-shopping when 
in the market for a washer, she would find a co-ordinated 
situation. One salesman after another, representing 
varied lines and varied dealers, would tell her the story 
of quality, and an unvaried inclusion would be emphasis 
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A dealer takes the view- 
potnt that price stabilization 
and profitable volume are 
necessary forerunners to 


creative selling 


By R. B. Condon 


President, Ben Franklin Electric 
Co., Seattle, Wash. 


on the presence of the Monel metal tub. The effect of 
this collective procedure would be to standardize Monel 
metal as a badge of quality, for the relatively higher 
priced, quality machines. 

Of course, this is premised on the assumption that 
these manufacturers are able to stabilize the source of 
supply of Monel metal, both as to quantity and price, 
and with the new psychology of regulated industry, this 
should not be difficult. 

After all, the housewife is the final arbiter. If there 
is not sufficient demand to permit the low-priced, rela- 
tively lower quality machine to exist, it won’t exist. If 
every representative for a quality, nationally known 
make of washer told the same story of quality AND 
Monel, Mrs. Housewife would be quick to grasp the 
situation. Further, due to the control at the source, she 
would never encounter Monel in company with hay-wire 
and shoe tacks! Already, she knows a great deal more 
about this metal than we might imagine. For instance, 
one of the biggest department stores on the west coast 
has a “model kitchen” exemplifying the use of this ma- 
terial in kitchen cabinetry. 

It may be necessary for me, as a manufacturer, to 
adjust my viewpoint a little. I must bear in mind that 
profitable volume is more important to Mr. Dealer than 
an ever-mounting increase in the number of units sold. 
Therefore, I must make it possible for him to sell quality, 
and make enough profit to engage in creative promotion. 
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R. B. Condon is president of the Ben 


Franklin Electric Company, Seattle, 


Wash., one of the largest independent 
electrical dealers in the country. 

In 1933 his organization sold approxi- 
mately 1,800 washers at retail. Mr. 
Condon comments on the fact that the 
average unit sale has declined steadily 
from its high of $173.50—chiefly due 
to the trend to cheap washers. The 
accompanying letters and article give 
his viewpoint on the necessity for price 
stabilization and his suggested means to 
accomplish it. 
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Districts for Salesmen (Continued from page 45) 


installing up-to-date electric equipment for comfort, con- 
venience, safety and economy to say nothing of beauty. 
The old-time commission men of the old days—the fac- 
tory crews—have no place in that kind of set-up. 

“Nor is there any reason why the men should not 
sell the entire line. Having six different men from the 
same company calling on the housewife to sell her first 
a refrigerator, next a washer and then an ironer, etc., 
is bad management. It is bad enough to have salesmen 
from competing firms vying for the woman’s time and 
interest. You know that when you went to school you 
studied, simultaneously, such subjects as Latin, mathe- 
matics, psychology, history, modern languages, economics, 
philosophy and a half dozen others. A different ap- 
proach was required in each case but that didn’t mean 
that you could not cope with those various subjects at the 
same time. 


The Importance of Approach 


+“ THE same is true of the salesman. He should be a 

specialist in all branches of the appliance business. 
It is the approach that is important—not the specific ap- 
pliance. Any salesman of average intelligence can study 
the appliances he has to sell and know them thoroughly. 
But selling means having that knowledge always at 
hand, ready to be brought into play, but never taking 
precedence over the important matter of approach. It 
is in the approach that the salesman knows when to 
abandon the canned sales talk and adapt himself to the 
needs of the moment. Perhaps the moment isn’t pro- 
pitious. Perhaps the woman is washing the baby, or 
has had an argument with her husband, or is just going 
shopping—a hundred things might happen. But the 
man who is canvassing consistently—on a regular sched- 
ule—will know just when to let one go and proceed to 
the next.” 

“Granted, then, that finding the prospect in 1934 de- 
pends more than ever on canvassing,” we asked, “what is 
the most successful canvassing method under the new 
conditions ?” 

“I’ve already remarked,” Mr. Hichborn replied, “that 
the old-time doorbell-pushing was out. Canvassing to- 
day means that the salesman has to realize that he will 
be contacting that same home and that same family for 
years to come. He already has a large bill of goods to 
sell her. Not all at once, of course, but one by one. Re- 
frigerator, range, dishwasher, cleaner, clothes washer, 
ironer, and so on. He must always keep in mind the 
ideal of the electrified home or the electric kitchen. He 
must visualize to the housewife the kitchen she is 
eventually going to have rather than concentrate on a 
single appliance sale. That is intelligent selling because 
it paves the way for a comeback. Because a woman 
owns a cleaner is no reason to wipe her off the prospect 
list. 

“Now in order to sell her these succeeding services— 
to say nothing of new ones that may be brought out in 
the meantime—it stands to reason that his contact with 
that housewife or family must be, insofar as possible, 
unbroken. 

“In order to achieve this end the sales work must all 
be laid out the night before and the salesman should be 
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ready to leave the office by 9:30 in the morning. Our 
men have to canvass 24 new prospects every morning. 
That is so important that if a salesman were to be called 
by a prospect who wanted him to come out and take her 
order for a refrigerator, he should endeavor to make 
the appointment for the afternoon or evening. I can’t 
lay too much stress on that fact: the salesmen’s schedules 
for canvassing are more important than rushing to pick 
up an order that is waiting for him. 

“All this morning calling on new customers is ground- 
work. He sees his prospects in the afternoons and eve- 
nings. There is a good reason for that: sales are not 
made on cold turkey canvassing. Canvassing is neces- 
sary to sell yourself on night appointments. And night 
appointments should be closed on the first or second call 
because the more times a salesman sees a prospect the 
harder it is to sell her. And not only is it harder to 
sell her, but the salesman makes less money out of the 
transaction because his profits are eaten up on phone 
calls, gasoline, etc. If the prospect is not sold on the 
first or second appointment call—not cold turkey call— 
it becomes an. old story to her and she has plenty of time 
to think up new reasons why she should not buy.” 

“The second point on your required list in regard to 
finding the prospect was ‘using the user’,” we reminded 
Mr. Hichborn. 

“Yes, and it becomes more important every day,” he re- 
plied. “With refrigerators around the 25 per cent satura- 
tion mark and washers about 45 per cent, we have in the 
first place, people who are sold on electric service and, 
in the second place, people who are sold on our product. 
But part of the smart salesman’s canvassing will be in- 
telligent attempts to find out what the prospect has in her 
house. If she is not in the immediate market for one or 
more appliances then she can perhaps give you the names 
of some of her friends who are. And a well-satisfied cus- 
tomer is a swell lead-in in any case. But the value of 
having a whole line of appliances to sell—and that is 
where I think appliance distribution is tending more 
and more every day—is that every home is a prospect for 
something. 


Sell Them What They Need 


‘THERE is no sense in putting yourself up against 

too many resistances. The market is too big. If 
the woman to whom you have sold a refrigerator has an 
old, wornout cleaner, she immediately becomes a pros- 
pect for a cleaner. The only rule is to sell that which is 
most needed in the home. Every home is a prospect— 
not one home, but every home. 

“It’s the same old game that the department stores 
have been playing for years: get the customer ; keep her 
satisfied, and sell her new things every month. The 
good customer is never out of debt to the department 
store. 

“Today the appliance dealer and distributor are in the 
same position as the department store. He has a full line 
of electrical goods—all things that are wanted and can be 
sold to the customer. 

“All we need to do is to keep adding to our new cus- 
tomers, to follow them up regularly to see that they are 
satisfied and to keep selling them new goods.” 
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If She Spins It Herself 


She lrons It Herself 


Women’s tendency to shy away 
from mechanical principles they 
don’t understand has hurt spinner 
washer and ironer sales for years. 


Free tea towel offer being made 
at laundry demonstrations in Chi- 
cago (Commonwealth Edison) is 
devised to overcome these scruples. 
The gift goes to listeners who are 
willing to run them through the 
spinner and ironer with their own 


hands. 


The old proverb, “the proof of 
the pudding is the eating” takes 
care of the situation, forces from 
housewives admission that spinner 
really dries, ironer is easy to use. 
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on tite Monitor lop mechanism 


HE first electric refrigerator to 

carry a 2-Year Guarantee—first 
with a 3-Year Guarantee—and first to 
give a 4-Year Service Plan—now offers 
5 YEARS’ PROTECTION on its famous 
sealed-in-steel Monitor Top mecha- 
nism for only $1 a year! A complete 
1-Year Standard Warranty free, and 
four years’ additional protection 
against failure of the sealed-in-steel 
mechanism for only $5.00. 


Again General Electric proves its faith 
in the unfailing performance of the 
Monitor Top by offering even greater 
protection to G-E refrigerator buyers 
than ever before. Public preference 
for the Monitor Top has been built 
on its unparalleled service record, 


backed by the broadest guarantee in 
refrigeration. The new 5-YEAR 
PROTECTION PLAN now demon- 
strates to buyers of electric refrigera- 
tors that it is General Electric’s am- 
bition to build /ifetime performance 
into every Monitor Top mechanism. 


It means that General Electric refrig- 
erators will have even greater public 
preference than ever before. It means 
more sales, more profit, more good- 
will for G-E dealers. If you are not 
already a General Electric refrigerator 
retailer, write or wire for details of 
the G-E Franchise. General Electric 
Company, Electric Refrigeration De- 
partment, Section DE4, Nela Park, 
Cleveland, Ohio. 


GENERAL ELECTRIC 


ALL-STEEL REFRIGERATORS 


General Electric announces two 
new refrigerators for 1934—the 
new de luxe Monitor Top with 
the 5-Year Protection Plan, and 
the new de luxe G-E Flat Top 
with standard 1-year warranty. 
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I'he General Electric “Prosperity Parade” leaving Bridgeport for its 
tour of inspiration to radio, cleaner, and home laundry equipment dealers in 
32 key cities of America and in the many cities surrounding these key cities. 
Left to right: J. M. Wicht, A. E. Pierce, €. C. Barnes, E. J. Lane, 
C. T. Wandres, W. M. Cramp, J. M. McNeill, L. K. Hagaman, R. E. 
Weldon (with derby), R. W. Hart, W. D. Yates (in front), A. Rebens- 
burg, D. C. Spooner, Jr.. A. L. Atkinson, Mrs. Ruby Littlefield, Miss 
Dorothy Parrot. 


Powel Crosley, Jr., president and 
founder of the Crosley Radio Cor- 
poration, is shown in the accom- 
panying photograph pressing the 
switch which actually put the new 
WLW 500 000-watt transmitter on 
the air for its first official test 
broadcast recently. The new trans- 
mitter, the most powerful ever built, 
is now virtually complete and final 
work of testing equipment and in- 
numerable circuits is well under 
way. 


See G88 


Vrs. Helen Watts Schreiber, home economist, is the The latest in radio miracles is the radio-controlled gar- 
latest to receive an official appointment as Colonel on the aye door recently perfected by Barber-Coleman Company 
staff of Governor Ruby Laffoon of Kentucky Vrs. of Rockford, Ill. By pulling a knob on the instrument 
Schreiber had been conducting the Kroger-Westinghouse panel, the driver causes the garage doors to open. Coded 
Cooking School. radio signals, transmitting and receiving, do it. 
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rolls of firms, permit records, etc. It is not possible for 
a salesman to explore or exploit anywhere near all of 
these ; to do so would be wasting valuable time. I know 
of a salesman who went broke in Scranton because he 
had attempted to keep prospect cards from 26 sources. 
He had an index system that kept his wife, a daughter 
and himself constantly busy; a system that would have 
been far too comprehensive for his dealer to have at- 
tempted. Thus he failed because he did not focus on 
the complete exploitation of a single source. Keep your 
prospect-finding plan simple. 

Third, he fails to keep his eyes open. Finding pros- 
pects is a great deal like hunting rabbits—one is apt to 
bob up anytime and anywhere. I know an automobile 
salesman in Detroit who, having visited with a buddy 
salesman of the same organization, was leaving the apart- 
ment building when he heard a competitive salesman 
attempting to sell a resident through a speaking tube in 
the foyer. He noticed the apartment number, walked 
around the block until the competitive salesman came 
out of the building, returned to the prospect, was invited 
up and sold the man that night. The astonishing thing 
was that the prospect’s apartment was right next door 
to that of the salesman’s buddy who had, that evening, 
complained of his lack of prospects. Be alert if you 
want to find prospects. 

Fourth, he fails to arrange multiple activities in pros- 
pect-finding. The most successful salesmen always have 
a group of friends and users digging up prospects for 
them. They keep their wives, their families, their asso- 
ciates constantly alert for prospects and, by that means, 
their time is conserved while they gain multiple rather 
than mere arithmetic returns for their energies. Get 
everyone you can prospect-finding for you if you would 
be successful. 

Fifth, he fails to provide a planned supply of prospects 
sufficient for a required number of demonstrations and 
closures each day. The number of prospects needed per 
day depends of course, upon the character of the product, 
the prospect and the sales ability being used. Any sales- 
man worthy of the name knows what sales achievement 
he must make each day and has a good idea of the num- 
ber of prospects required to reach this goal. See that a 
planned supply of prospects are ready for interview 
every day. 

By avoiding these five principal errors, I am certain 
that the problem of finding an adequate number of pros- 
pects can be readily solved. 

Recently, I had the opportunity of closely analyzing 
the methods of 483 exceptional appliance salesmen. 
From this, I am convinced that there are four principle 
prospect sources upon which the salesman should con- 
centrate to the exclusion of all others. If he becomes 
proficient in any one of these he will not lack for a 
bountiful supply of prospects. They are: 

(1) Acquaintances 
(2) Users 

(3) Selective Canvass 

(4) Telephone Canvass 

Friends and acquaintances are chiefly valuable as a 
prospect source in giving the salesman initial lift. Such 
prospects are more easily approachable, they will accept 
and believe the sales story more readily and it is human 
nature to prefer to buy from someone we know. Unless 
a salesman has facile ability to develop new acquaintances 
or is unusually mobile in his social contacts, this source 
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Finding the Prospect in 1934 (Continued from page 40) 


soon dries up. Further, the sales approach to acquaint- 
ances must be carefully made or the salesman will find 
himself trying to sell on the basis of a friendly appeal 
to help himself rather than upon the merit of the product. 

Users are by far the best, the most*continuous and 
most dependable prospect source. After the salesman 
gets off dead center at the start through selling acquaint- 
ances, he can thereafter depend entirely on prospects 
supplied by users. There are many methods that can 
be used in turning users into prospect-finders which we 
haven’t space to cover here. My advice is that you read 
everything possible you can find on the subject of “using 
the user.” Electrical Merchandising, in the past few 
years, has run a number of practical stories on it. 


HE user is most prone or be of exceptional assist- 

ance during the first three months after her pur- 
chase. Ownership is new and the feeling of pride is 
strong. She talks about and shows her new purchase 
to her friends then more than at any other time. It is 
wise for the salesman to keep in weekly contact with 
her for this after-sale period and get from her a list of 
any acquaintances who have showed unusual interest in 
the purchase. Many women have an immediate imitative 
desire aroused when a friend buys some new thing. This 
often is felt by families surrounding the owner or in 
the same block. Thus, as later suggested, selective can- 
vass should be made around each new user. 

I do not feel that straight canvass down each block by 
a strange salesman is ever very successful. It is a time 
waster. It places him at an unfriendly disadvantage. 
It is apt to cool a good salesman off. On the other 
hand, I certainly do believe in selective canvass by which 
I mean a canvass to certain preferred lists such as doc- 
tors, dentists, executives and the wage earners of certain 
neighborhood manufacturing enterprises. I also include 
the neighborhood families surrounding a new user within 
the scope of this selective canvass. Use it and you will 
find most of the disadvantages of broad canvassing 
methods are removed. 

Finally, I am a great believer in telephone canvass 
by the salesman’s wife. She should use this on acquaint- 
ances, users or on selective canvass lists. For example, 
her husband may be delivering a new refrigerator to a 
family in a certain block. She might then phone certain 
homes in that block area and say, “Mrs. Smith, my hus- 
band is delivering a new electric refrigerator to Mrs. 
Jones in your block today and while in your neighbor- 
hood, wouldn’t you like to have him call on you and 
explain the unusual convenience features of this re- 
frigerator? You know it really saves more than it 
costs.” 

Any salesman can become good, better and_ best 
through the help of his wife. A few minutes rightly 
spent on the telephone by her or in visiting among her 
acquaintances will uncover all the prospects he will need 
to keep him busy every day. Make your wife your pros- 
pect-finder. Give her a bonus of a new coat. Get her 
into the thrill of the thing. Teaming together makes life 
more worth while. 

Well, take it away—we've gone as far into prospect 
finding as space permits. Next month I shall discuss 
some aspects of the selling process; aiming to give you 
practical ideas you can get benefit from the first time 
you use them. 
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The Philosophy of T. O’ing (Continued from page 43) 


Enter a customer, who says, “I want to see that washing 
machine you advertise for $29.” 

The No. 1 salesman leads off : 

“Here it is. You'll find it a marvelous buy. This ma- 
chine has a standard motor, a porcelain tub and is guar- 
anteed. You'll be interested in knowing we have several 
other specials you also might want to see, up to $100.” 

“IT wouldn't spend a hundred dollars,” interrupts the 
customer. 

“Of course not, but I thought now that you were here 
you would like to see every machine we have on sale. 
Buying a washing machine is not a one day investment. 
You're going to live with it 15 years or longer and it 
pays to look them all over.” 

With this the No. 1 salesman walks down to another 
price level which he says is another special for that 
day. Subtly he shows its goods points, often without 
words, as when he rubs his knuckles over a washboard- 
like tub, with a sound that alone is reassuring to the 
customer used to washboards. 

Finally the customer speaks his mind, “Well, I haven't 
any money for anything like that. I guess we will have 
to keep doing our own clothes for a while.” 

At this, Salesman No. 2 swings into action. Already 
he has been summoned and is standing nearby with his 
back turned. “Bill,” calls Salesman No. 1, “here is an 
old street car motorman. Do you remember him?” 

Says Salesman No. 2: 

“IT used to be a member of Local No. 160. Are you 
acquainted with any of the boys over there? I would be 
running a street car yet but my kidneys gave out. How 
do you manage to stick on year after year?” 

Needless to say, some other good fellowship topic 
would have been introduced if the prospect had not been 
a street car man. After a brief visit, Salesman No. 2 
comes back to the subject. 

“I understand you are thinking of buying a wash- 
ing machine. Our business is furniture as you know. 
The General Furniture Company has been in business in 
Chicago since 1892. We don’t handle washing machines 
on a basis of a big profit. We do it so that you can buy 
everything you need for your home under one roof. 
We want your furniture business and are willing to 
do right by you in the matter of a washer in order to 
get it.” 

“It sounds all right, but we’re not ready to spend any 
money,’ says the prospect. 

Salesman No. 3 may enter the scene at this point. 
He is, of course, partially introduced with some ques- 
tions such as “Mr. McMillan, have you any figures on 
the comparative cost of doing washing by hand on a 


washboard against doing this by washing machine?” 

“Well, I do know this,” supplies Mr. McMillan. “You 
can take a $2 shirt and by rubbing in steadily on a wash- 
board can get a hole in it within an hour’s time. There 
is no doubt that every rubbing wears out clothes a little. 
In short, you take 10c. to 15c. out of that shirt every 
time it is put on a washboard. A family has a lot of 
money tied up in clothes, and they spend a lot more 
money than they dream of in replacing them when they 
wear out too quickly. In short, you just about have 
your choice as to whether you want to spend the money 
on the clothes or on a good washing machine. If we 
could fix you up with some special terms on this ma- 
chine, don’t you think it would be worth while for you 
to get it? You'll save money both on clothes and on 
your wife’s back.” 

“Well, what terms can you give me?” asks the pros- 
pect. “I can’t afford to pay more than $3 a month.” 

Salesman No. 4 enters the picture. 

“Mr. Coyne,” says Salesman No. 3, “this man has 
been on our books for years and he can’t afford to pay 
more than $3 a month for the washer. He wants a 
good machine and I wonder if we could work out any 
special terms that will permit us to carry him right now ?” 

Salesman No. 4—‘You’ve chosen a good machine, 
Mr. Prospect, it won’t give you any grief, and will 
bring you back many times as a customer of ours. I 
think we can take care of you. Sit down with Sales- 
man No. 3 and tell him when you want it delivered.” 


Get that Deposit 


T being a shopper's age, the General Furniture Com- 

pany men make an effort to get a deposit whenever 
possible no matter how little. It is pointed out to the 
shopping prospect that the house specials are on sale for 
one day only. The tale is told of how one man saw a 
living room set in the window for $125 and came back 
two days later to find it back on the floor at its regular 
price of $190. Deposits are refunded if desired but 
form a powerful influence to bringing the customer back 
to closing once he has made it. 

All styles and models of washing machines are mixed 
up by the General Furniture Company on the display 
floor. The idea is to force the customer to look at all 
models and prices in order to hunt out what he wants. 
From a $29 sales price the washer tags run up to $110, 
with an average of around $69. The average sale for 
1933 was around $67, Mr. Coyne believes. Makes car- 
ried are Barton, Viking, and ABC. In the radio depart- 
ment, Philco, Sparton and Grunow models are featured, 


Two Tickets to West Virginia (Continued from page 53) 


Minnich formerly kept the roads hot. Home demon- 
strations were once the rule and he points with pride to 
one year in which he and his sub-dealers sold nearly 
1,000 Thor washers. 

“As washer prices slide downward, theoretically we 
should double our sales,” he says. “Actually, with slim- 
mer margin, we cannot put the same effort behind them 
that we did. We can’t pay our men as much commis- 
sion on these lower priced machines. That is one reason 
why we abandoned home demonstrations, why we went 
after poor traffic in a town of 6,248. Personally, I be- 
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lieve a $99 price is best for washers. It has been proved 
that major appliances will not sell themselves without 
promotion, and some spread is needed.” 


Advertises time price 


HE Minnich store incidentally quotes a time price 
in all of its advertisements and on-tags. Oil cans 
given away with washing machines, water bottles with 
refrigerators, trade-ins and all service come out of the 
store’s margin, he figures. The manufacturer allows 
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the merchant the least possible markup he can do busi- 
ness with, Mr. Minnich asserts, and it is foolish to 
cut this unnecessarily. Better begin at a top-price and 
work down. National advertising of prices does not 
upset this plan he declares. 

Most effective small town method of getting business 
today on major appliances is through using the user, in 
the experience of this store. No direct mail is employed 
and newspaper advertising works best on bargains and 
used or repossessed machines. Minnich believes that 
most newspaper readers are bargain hunters. National 
advertising does make the public conscious of the item 
and the store carries nothing which has not a known 
name. 

Two-thirds of the time sale paper is discounted by 
local bank, which charges Minnich’s account with any 
payment not made on the dot: Of the balance the 
eighteen month paper goes to a finance company and 


Fruits of strategy 


ESULTS of the company’s plan, Mr. Minnich 

reports has been the sale of some 10 Thor washers, 
approximately 100 Maytags, some 40 G.E. refrigerators, 
three G.E. electric ranges and a few Graybar and G.E. 
vacuum cleaners. The batting average on cleaners has 
been low, Mr. Minnich declares, on account of competi- 
tion from crews sent into the Keyser territory from 
Cumberland, Maryland. These crews mop up territory 
and leave little for local merchants. 

“I don’t begrudge this business, however,” concludes 
Mr. Minnich. “I couldn't sell that way. I have to live 
here with these Keyser and West Virginia people, and 
if I don’t live up to the letter with them it’s simply 
losing a future customer. I constantly pound home to 
my salesmen the fact that if they promise even an oil 
can with a washing machine, they must be sure to deliver 


the rest is held. Objection to finance companies is the _ it. 
lack of tact in checking up purchasers. 


Keeping one’s word is the heart and soul of running 
an electrical business in a small town.” 


Helping Department Stores Sell Light (Continued from page 37) 


seeing light is by a set-up which very 
definitely solves a light problem, For 
this I set up a display of comfortable 
chairs lighted for reading. I used a 
direct-indirect lamp equipped with cor- 
rect lamp bulbs and having an attrac- 
tive light silk shade. This made a most 
pleasing corner. Then on a radio | 
placed a small decorative lamp to show 
that there still is an appropriate place 
for decorative lamps. This grouping 
gave me an excellent place to show and 
explain both the use of the sight meter 
and comfortable seeing light. 

I had considerable difficulty in ob- 
taining a lamp bulb of higher than 25 
watts. A 25 watt size is the only size 
lamp bulb the department is allowed to 
use in displaying portable lamps. In 
fact the direct-indirect type of lamp was 
displayed with a 25 watt lamp bulb. 
After I explained to the buyer, the 
necessity for having the correct watt- 
age in order to have seeing light and 
also to effectively use the Sight Meter, 
he turned out two ceiling fixtures and 
gave me three 40 watt lamp bulbs and 
a 200 watt lamp bulb to use in the di- 
rect-indirect lamp and also a 60 watt 
lamp bulb to be used in a bridge lamp. 
_ This store has an exceptionally well 

stocked lamp department. There is a 
fine collection of inexpensive and medi- 
um priced, though not so individual, 
portable lamps. The shades were of 
suitable colors and for the most part 
were made with light linings. Because 
of the range in price and the number 
of lamps, the department is flourishing 
and meets the needs of the average 
home-maker. 

The sales people of the department 
were most receptive to the new ideas 
I could give them in selling lamps for 
a purpose, as well as for appearance. 
The Sight Meter very visually showed 
them what a lamp could do. One of 
the salesgirls who attends our Home- 
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making Classes said she greatly im- 
proved her volume of sales because she 
was a more helpful clerk when she 
could definitely point out features in 
a lamp that will give the customer bet- 
ter seeing light. Also it gave the cus- 
tomer more confidence in her. That, it 
seems to me, would be most important 
in the personnel training of clerks for 
lamp departments and offers a good 
field for the manager or buyer in build- 
ing up his department. 

As a direct result of the advertise- 
ment in the paper, that a Home Light- 
ing Specialist from the Home Service 
Department of The Syracuse Lighting 
Company would be in the lamp depart- 
ment, a number of customers with def- 
inite problems came. I made appoint- 
ments for home calls with four differ- 
ent ladies who requested further help 
in the correct lighting of their homes. 
One lady who bought a pin-it-up lamp 
after seeing it in our Lighting Skit 
says she moves it from the alcove where 
they eat breakfast to the sink for dish- 
washing and then to the sewing ma- 
chine. That has made her so light con- 
scious she can’t do her ordinary tasks 
unless the lighting is correct. 

The head of the department was so 
pleased with the results that he plans 
to construct a display room where he 
can display his lamps at the proper 
places and in the correct setting for 
good light. I suggested that he also 
placard his display explaining why the 
lamps used are correct. 


Questions and Answers 


Question: “Did the contact result in 
any noticeable difference in type and 
style of lamps stocked ?” 

Answer: The number of adjustable 
floor and bridge lamps has been 
greatly increased as a result of the 
education of the sales force to the 
value of this type of lamp. 


Pin-it-up lamps have proved so popu- 
lar that several reorders have been 
made. 

The number of good table lamps for 

children’s study has been increased. 

No more metal student lamps to be 

stocked. 

Question: “Has there been any im- 
provement in respect to the recom- 
mendations of sales people as to cor- 
rect wattage for portable lamps 
sold ?” 

Answer: The young clerks tend to rec- 
ommend correct wattage now more 
often than the older clerks. 

If the customer shows any interest 

in lamp bulbs used or to be used in 

a portable lamp, the clerks do ex- 

plain about correct wattage. The 

interest must first be shown by the 
customer. 

Ouestion: “Has there been any im- 
provement in the use of correct watt- 
age bulbs in display lamps?” 

Answer: The wiring has now been 
changed in some places so that the 
correct wattage lamp bulbs can be 
and are used. 

Question: “Has there been any im- 
provement in respect to the arrange- 
ment of lamp displays?” 

Answer: The lamp department is as 
yet too crowded for good displaying. 
Since our discussion of portable 
lamp displays with the buyer, he has 
noticed that if he puts one lamp on 
a table alone that this lamp will sell 
readily. After inventory they are go- 
ing to complete their plans of recon- 
structing this department. We have 
been asked to assist with their final 
setup of furniture groupings. 

The overall results of this activity 
demonstrate conclusively that depart- 
ment store lamp buyers and floor per- 
sonnel are intensively interested in the 
new approach method of selling their 
product. 
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Copeland Refrigerators 


Review 


Handyfreezxe Ice Cream 
Freezer 


Chicago Electric Mfg. Co., 
2801 S. Halsted St., Chicago, Ill. 

Models: BM-03, BM-07. 

Description: Makes ice cream in from 
8 to 12 minutes, the manufacturers 
claim; BM-03 2 qt., BM-07 1 gal.; 
consists of electric motor driven gear 
drive assembly with enclosed gears; 
self-adjusting wood bar beaters; kiln 
dried pine tub; a.c. only, 105-115 
volts, 50 or 60 cycles.—Electrical Mer- 


chandising, April, 1934. 
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Potter Refrigerators 


Potter Refrigerator Corp., 
220 Delaware Ave., Buffalo, N. 


Models: 8—L-5, L-6, L-7, L-104, L-132, 
D-100, D-130, D-150. 


Copeland Refrigeration Corp., 
h Capacities: L-5, 9.9 sq.ft. food storage ; 


Mt. Clemens, Mich. 


Models: De Luxe, P-854, P-704, P-604; 
Standard, 854, 704, 604, 454. 

Capacities: De Luxe models 7.5, 6.5, 5.3, 
cu.ft. respectively; Standard models, 
7.5, 6.5, 5.03, 4 cu.ft. 

Special Features: “Coldial” controls 
temperature by setting for fast or 
normal freezing, also defrosting ; Cold- 
Hold on models P-854 and 854 main- 
tains a reserve of refrigeration even 
while defrosting; automatic interior 
light, all models except 454; diamond 
grid shelves on De Luxe models; 
flat-bar type shelves Standard models ; 
modern semi-concealed hardware ; rub- 
ber ice tray; porcelain interior and 
exterior De Luxe models; porcelain 
interior, lacquer exterior, Standard 
models. — Electrical Merchandising, 
April, 1934. 


GE Refrigerators 


General Electric Co., Specialty 


Sales Dept., Cleveland, 


Models; Monitor Top de Luxe X-7, T-7; 


flat top de luxe F-5. 


Capacities: T-7 and X-7, 7 cu.ft.; F-5, 


3 cu.ft. 


Special Features: Monitop top models 


newly-designed top, smooth walls; 
float valve has been moved out of 
sight giving additional flat space on 


-6, 11.3 sq.ft.; L-7, 14.5 sq.ft.; L-104, 


sq.ft. 


Special Features: L-5, L-6, L-7 employ 


standard evaporator insulated from 
food compartment, conditioned air at 
proper temperature is provided for 
food storage compartment by fin coil 
placed above evaporator. 

L-104, L-132 comprise a compartment- 
within-a-compartment. Inner porce- 
lain compartment closed off from food 
compartment by porcelain door, pro- 
vides sub-zero freezing and near-zero 
storage, cooled by plate coil, fin coil 
between back wall of cabinet and com- 
partment provides proper temperature 
for food preservation without dehy- 
dration. 

D-100, D-130 and D-150 Deluxe 
models, interior and exterior porce- 
lain, including porcelain shelves, 10 
qt. fruit and vegetable basket; food 
storage compartment and frozen stor- 
age compartment entirely separated ; 
cooled by plate coil, upper compart- 
ment for ordinary food storage served 
by air conditioning fin coil. 


top of cabinet; temperature control 
with new GE automatic defroster has 
been moved to center of unit; im- 
proved pedal door opener; improved 
door latch; sliding, adjustable flat wire 
guard ; -7 porcelain exterior X-7 ; ; i 
glyptal enamel! exterior; former mod- terior, porcelain og 
els continue as standard line. Merchandising, April, 1934. 
Flat top model has been changed in 

appearance—black, pressed steel strip i <a 
covers 4-inch cabinet legs, forming 
base in keeping with modernistic de- 
sign; unit is underneath cabinet; tem- 
perature control on front of cooling 
unit; semi-concealed hardware; foot 
pedal door opener; automatic interior 
light; temperature control automati- 
cally regulates unit to hold a uniform 
cabinet temperature; exterior glyptal 
enamel. — Electrical Merchandising, 
April, 1934. 


Features found throughout entire line 
include electric light; egg tray; 10- 
qt. fruit and vegetable basket; bev- 
erage rack; non-refrigerated compart- 
ment in bottom of cabinet. All models 
except De Luxe models, lacquer ex- 
Electrical 


GE Ranges 


General Electric Co., 
Specialty Appliance Sales Dept., 
Nela Park, Cleveland, O. 

Model; “Marquis” G-13. 

Surface Burners: 1 giant size, 2 utility 
size Hi-Speed Calrod units; Thrift 
Cooker; 2 fast open coil oven units. 

Sizes: Floor space 42x22 § in.; 36 in. to 
cooking top; oven 16x14x18 in. 

Special Features: Hi-visibility automatic 
temperature control; pebbled blue por- 
celain enameled over-sized oven; 
enameled broiler pan; new pudding 
pan in Thrift Cooker; large storage 
compartment drawer ; counterbalanced 
shelf type oven door; new reversible 
load-balancing switches ; appliance re- 
ceptacle on switch panel; table-to 
design, white vitreous enamel wit 
stainless porcelain enamel cookin 
top; GE timer and clock furnishe 
at slight additional cost.—Zlectrical 
Merchandising, April, 1934. 


Fuse-O-Lite 


L. 8. Brach Mfg. Corp., 
Newark, N. J. 
Description: A new line of porcelain plug 
and cartridge cutouts which have 
Neon lamp indicators built-in r- 
manently to indicate where blown fuse 
is; inserting new fuse L ~~ out light. 
— Merchandising, April, 
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New Products 


Delco-Heat Boiler 


The Delco Appliance Corp., 
Rochester, 


Device: DL6S, DL3S, DL3W, DL6éW 
complete automatic oil fuel heating 
plants. 

Description: Operates steam or _ hot 
water systems; steam radiation 625 to 
1725 sq.ft.; hot water radiation 1000 
to 2750 sq.ft.; domestic hot water 
heater, summer and winter control; 
entirely encased in furniture-steel 
cabinet finished in 2-tones of green; 
heating surface increased by means 
of extended surface fins enclosing thin 
sheets of water, creating quick steam- 
ing and circulation, rapid response to 
temperature controls; internal rotary 
gear oil pump; mechanical pressure 
of oil through Delco atomizing nozzle ; 
Delco 4 to h.p. motor, 110 volt, 60 
cycle, a.c.; burns No. 3 oil; Chrono- 
therm in living quarters; accessory 
equipment for hot water boiler— 
thrush circulator and flow control 
valve. — Electrical Merchandising, 
April, 1934. 
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Emerson Fan 


Emerson Electric Mfg. Co., 
St. Louis, Mo. 

Device: “Sea Gull” 8-in. stationary and 
10-in. oscillating fans. 

Description: Emerson induction motor, 
no brushes, no commutator, no radio 
interference; 4 blades designed to give 
maximum breeze noiselessly; bullet 
shaped steel shell over motor and 
blade center gives modern, stream- 
lined appearance; Gyroscope Guard 
gives perfect balance, the manufactur- 
ers claim; adjustable to wall bracket 
position; also adjustable to throw 
air current up or down from upright 
position; black and silver finish. 

Price: 8-in. stationary model $3; 10-in. 
oscillator, $9.00.—Electrical Merchan- 
dising, April, 1934. 
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V olcanair Heater 


W. H. Johnson & Son Co. 
330-332 HB. St. Joe St., Indianapolis, Ind. 
Device: Fan heater. 

Description: Specially built induction 
type Emerson motor, 110 volts, 
cycles a.c.; no radio interference; 
4-blade fan; fully enclosed and sealed 
heating element; 1,280 watts; all 
metal cabinet, walnut satin enamel; 
rear panel easily removable for ac- 
cess to working parts; air passage 
between rear and front grilles in 
form of inner metal cylinder so 
formed that air must pass through 
fan and heating element and out 
through front grille; cabinet also 
available in plain enamel of various 
shades; 13 in. long, 9 in. wide, 11 in. 
high, weighs 13 Ibs. 

Price: $27.50 for a.c. model; $1.00 ex- 
tra charge for d.c. motor.—Hlectrical 
Merchandising, April, 1934. 


Hotpoint Ranges 


Edison General Electric ——- Co., 
Inc., 5600 W. Taylor S8t., icago, Ill. 


Models: “Symphony” and “Aristrocrat.” 

Surface Burners: “Symphony” 2-6 in. 
and 1-10 in. Hi-Speed Calrod units 
and a Thrift Cooker; “Aristocrat” 3 
heating units. 

Special Features: “Symphony” has large 
oven with sliding shelves; warming 
compartment ; 2 utility drawers ; stain- 
less enamel top; automatic time and 
temperature control; straight, cabinet 
effect construction; white or cameo 
ivory porcelain enamel finish with 
black base, handles and switches. 

“Aristocrat” apartment house model 
occupies 22x18 in. floor space; 
equipped with 14x14x17 in. oven, and 
utility drawer; automatic temperature 
control: white porcelain enamel with 
black handles and_ switches. Both 
models designed to fit in with modern 
cabinetry of electric kitchens.—Elec- 
trical Merchandising, April, 1934. 


Rexoil Boiler Burner 


Reif-Rezoil, Inc., 37-41 Carroll 8t., 
Buffalo, N. Y. 

Device: Boiler-burner unit. 

Description: Unit consists of boiler, 
Type H-U Rexoil Oil burner, domestic 
water heater, burner controls and 
boiler accessories all encased in 
chrome and ivory metal jacket in- 
sulated with heat and sound-deaden- 
ing material; built-in Taco-Abbott 
summer-winter hot water system au- 
tomatically supplies hot water entire 
year; pressure atomizing style oil 
burner mounted on end section has 
special features to permit use of low 
priced fuels, equipped with automatic 
controls and intermittent electric ig- 
nition; automatic draft adjustor; 
built-in concealed low water cut-off; 
built-in gauge glass or thermometer ; 
built-in pop safety valve; combustion 
chamber entirely surrounded by water 
to minimize radiation losses.—Elec- 
trical Merchandising, April, 1934. 


American Beauty 


Washer 


Getz Power Washer Co., Morton, Ill. 

Model: 10. 

Special Features: Oversize porcelain 
enamel tub, with horizontally ribbed 
sides gives double water action. New 
English type aluminum agitator, per- 
forated bottom, quiet running; gears 
bathe in oil; 4 hp. floating power 
mounted motor. 

Wringer: New “Double Safety” Wringer. 
Automatic release stop rolls and re- 
moves pressure instantaneously. Bal- 
loon Rolls. 

Price: American Beauty line ranges 
from $39,95 o $99.50.—Electrical 

Merchandising, April, 1934. 
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Review of NEW Products 


Quiet May Oil Burner 


May Oil Burner Corp., 
Baltimore, Md. 

Device: New type “BB” oil burner. 

Description: 4 h.p. Century motor drives 
Gerotor pump through a shaft articu- 
lated at 3 points; jewelled atomizer 
with sapphire orifice resists wear and 
acid corrosion; turbulator and agi- 
tator produce respectively a whirl and 
orifice action which is responsible for 
fine spray resulting in high combus- 
tion efficiency; cam permits installer 
to adjust position of atomizer line in 
lateral direction according to char- 
acteristics of combustion chamber 
mica sight window and protecting 
shutter provided at point of windpipe 
to watch flame; mounted in sheer rub- 
ber; 2.25 gal. per hour capacity; en- 
cased in modernistic body designed by 
Lurelle Guild.—Electrical Merchandis- 
ing, April, 1934. 


Guth Super-I]luminators 


The Edwin F. Guth Co 
Jefferson and Washington Bivd., 
St. Louis, Mo. 

Device: Dual Super-Illuminator indirect 
lighting fixtures 

Description: Exterior surface of upper 
reflector is moderately lighted in soft 
tone color by use of color caps be- 
tween reflectors ; can be equipped with 
double contact sockets which make it 
possible to obtain 3 levels of illumi- 
nation from one unit by using new 
Mazda 3-light bulb; each unit is sup- 
plied with 4-color caps: green, amber, 
blue, ruby: No. R4836, 300-500 watts; 
No. R4838, 750-1500 watts. 

Price; R4836, $20.50; R4838 $27.50.— 
Electrical Merchandising, April, 1934. 


Silex Coffee Ranges 


The Silex Co., Hartford, Conn. 

Device: ‘“‘Traymore” ranges for brew- 
ing coffee the Silex way, for restau- 
rant use. 

Description: Two sizes: a 3 unit with 
either 1 or 2 660-watt brewing units 
and either 1 or 2 80-watt warming 
units; a 2 unit range with 1 high 
and 1 low heat unit; either size can 
be provided with warming only; mod- 
ernistic design. 

Price: From $9.45 for 2-unit range with 
2 warming units to $31.15 for 3-unit 
range, 1 low, 2 high burners and 2 
sets of Silex glassware and 1 decanter. 
—Electrical Merchandising, April, 

1934. 
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Horton Washer 


Horton Mfg. Co., Fort Wayne, Ind. 

Model: No. 11. 

Description: Full sized capacity tub; 
4-wing submerged agitator, operated 
by high speed, fully sealed, perma- 
nently lubricated mechanism; tub 
clamped to frame by exclusive Horton 
method which eliminates bolts through 
tub; 4 hp. floating power motor; 
Lovell wringer with end lever release. 
we Merchandising, April, 
934. 


GE Clock Merchandiser 


General Electric Co., Bridgeport, Conn. 

Device: Black and chrome metal stand 
for mounting and displaying 6 GE 
clocks offered with purchase of clocks 
only, for display in window or on 
counter. — Electrical Merchandising, 
April, 1934. 
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Flak-Mak’r 


Harmon Specialties Co. 
a Terminals, Norfolk, Va. 
Device: Ice milling machine. 
Description: Cuts bulk ice to “crystal 
flakes,” for use in iced drinks and 
food; gravity feed; oil can’t get into 
flakes; plugs into any socket.—Elec- 
trical Merchandising, April, 1934. 


Eveready Display 


National Carbon Co., 30 West 42nd St., 
New York City, are offering free to 
dealers a striking counter display for 
their new line of nickel-plated Ev- 
eready flashlights. No deal is involved, 
dealers do not have to order batteries 
or flashlights to secure this free coun- 
ter display, the manufacturers claim. 
Merchandising, April, 

934. 


Torridheet Oil Burner 


Cleveland Steel Products Corp., 
Madison Ave. at 94th St., Cleveland, O. 
Model; 

Pressure atomizing oil 
burner; has but one moving part— 
motor connected directly to pump and 
fan; fuel capacity 1 to 3 oak per hr.; 
1000 sq.ft. steam radiation; 4 h. p. mo- 
tor, 1725 r.p.m. 110 volt a.c.; 10,000 
volt transformer; continuous " electric 
spark ignition; uses No. 3 A.O.B.A. 
ee Merchandising, April, 

934. 


Telechron Display 


Warren Telechron Co., 
Ashland, Mass. 

Device: “Salesmaker Package” special 
spring dealer offer for retail dealers 
of electric clocks. 

Description: Black and silver all-wood 
display stand, 30x35 in. and 8 electric 
clock sales leaders; 4 side brackets 
hook into position to show all 8 clocks, 
center space provides for insertion of 
display cards carrying current sales 
messages. 

Price: $50.25 Mer- 
chandising, April, 
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N HER HANDS, lies the safety of her patient. The instruments 
must be sterilized, and they are made so, with electric heat, 
generated by Chromel heating-elements. The instrument tray 
itself is covered with enamel that was fired with electric heat; 
the nurse’s uniform was ironed with electric heat, through Chromel. 
These applications are called to your attention, to show the inti- 
mate part, in the lives of all of us, that is played by Chromel. .. . 
This is the same Chromel that forms the heating-elements of the 
good devices that you sell—where it stands as the protector of 
trade names of priceless value. The confidence of the device 
maker in Chromel invites your confidence in devices that are 
Chromel equipped. (Send for our Heating Unit Calculator, 
Form KM.) Hoskins Manufacturing Co., Detroit, Michigan. 
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Review of NEW Products 


Signal Fan 


Signal Electric Mfg. Co., 
Menominee, Mich 

Device: 6-blade oscillating fan. 

Description: No. $50, 16-in. fan has air 
displacement of 1,600 cu.ft. per min. ; 
No. 650, 12-in. fan 840 cu.ft. per min. ; 
3 speeds with 6-pole quiet running 
Signal induction motor; non-radio in- 
terfering ; adjustable for wall or desk 
mounting; black enamel finish. 

Price: No. 850, $27.00; No. 650, $23.00. 
—Electrical Merchandising, April, 
1934 


Mark-Time Coin Meter 


M. H. Rhodes, Inc., 
Rockefeller Center, N. Y. C. 
Device: Coin meter for use on washers, 

refrigerators, et 
Description: Time can be had in seconds 
or hours: standard meter is slotted 
2 coins—1l0c. and 25c.; 20 minutes 
for 10c. 1 hour for 25c.; dust and 
moisture proof.—Electrical Merchan- 
dising, April, 1924 
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W estinghouse 


Photoflood Lamp 


Westinghouse Lamp Co., 
Bloomfield, N 


No. 4 Mazda Photoflood lamp 


for photographic lighting 

Description: Consumes 1 0 watts on 
195-120 volt circuits; has a total] light 
output of approximately 25,000 lumens 
az pared t of smaller No. 1 
natiefa ry gr with one or two 
arke lary, n place of & to 10 small; 
has longer life—5 to 10 hr. at 115 


te 2 & greater than No. 1 lamp; 
wructed with a PS-25 inside frost 
tru lt mogul screw bane.—Electrical 
Merchandiemyg, April, 1924. 


Gar W ood Boiler-Burner 


Gar Wood Industries, Inc., 

7924 Riopelle St., Detroit, Mich. 
Device: Model “R” boiler-burner unit. 
Description: Especially designed _ for 

homes of 5 to 7 or 8 rooms requiring 
not over 450 sq.ft. radiation; pres- 
sure atomizing type burner; burns low 
priced No. 3 oil; electric ignition; 
electric thermostat temperature con- 
trol; unit completely contained in 
lacquered steel jacket. — Electrical 
Merchandising, April, 1934. 


GE Range Switches 


General Electric Co., Bridgeport, Conn. 

Description: 2 new switches—one for 
control of range surface units with 
usual high, medium, low, off positions 
arranged for 4-wire, 3-phase, load- 
balanced systems; the other for use 
with single-switch, 2-heating, 2-wire 
element-range ovens with Preheat- 
Bake-Broil-Off positions. — Electrical 
Merchandising, April, 1934. 
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H-B Drink Mixer 


Hamilton Beach Manufacturing Co., 
Racine, is. ° 

Device: No. 18 drink mixer for soda 
fountains and bars. 

Description: 2-speed switch and “drink 
fluffer’’ built into motor; 2-12 oz. serv- 
ings mixed at 1 time on low speed; 
ball-bearing motor, agitator shaft in 
one piece with armature shaft; green 
or ivory porcelain enamel base, chrom- 
ium plated metal parts and container. 

Price: $28.50.—Electrical Merchandis- 
ing, April, 1934. 


TWO-SPEED 
SWITCH AND 
ORINK FLUFFER 


Hot-Flo Water Heater 


Electric Utilities Co., Massillon, Ohio. 

Device: Instantaneous water heater. 

Description: 3 models for different water 
hardnesses; all models nickel plated, 
34 in. in diam., 11 in. long; furnishes 
hot water at an average electric con- 
sumption of about 25 kw.-hr. per 
month, the manufacturers claim; easy 
to install in present plumbing; no 
wires to burn out; hot or cold water 
can be had from the same faucet. 

Price: $19.50.—Electrical Merchandising, 
April, 1934. 


General Automatic Oil 
Burners 


General Oil Burner Corp., 
1623 Aisquith St., Baltimore, Md. 

Models: A, B, C, FM. 

Description: Pressure gun 
type oil burners; 300 to 12,000 sq.ft. 
of steam radiation; electric intermit- 
tent ignition; 10,000 volt transformer ; 
pressure type feed; uses Nos. 1, 2, 3 
and 4 commercial standards of oil.— 
Electrical Merchandising, April, 1934. 


US Oil Burner 


The United States Burner Corp., 
Hartford, Conn. 

Device: Pressure gun type oil burner. 

Description: Standardized construction ; 
frame drilled to use any standard 
pump; Leland 4 h.p. spring mounted 
motor; Nitraloy nozzle; continuous or 
intermittent ignition; quiet operation. 
Merchandising, April, 
1934. 


Electrical Merchandising, April, 1934 
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Electric Dishwashers Profitable Follow-Up Line 


Conover F-4 Portable 
Dishwasher 


The electric dishwasher has proved a profit- 
able answer to the dealer who queried, “What 
next?”’—after he had sold his customers 
electric refrigerators, ranges, radios or clothes 
washers. 


These same customers were no longer 
prospects for those particular items—they 
were ready to buy something new. And the 
dealer had already earned their goodwill and 
built up their acceptance of major electric 
appliances. To convert this valuable asset 
into cash it would only be necessary to follow 
up with a good allied product. 


Obviously, the electric dishwasher is “‘a 
natural.” There is a waiting market for it . 
and the electric dishwasher itself, now that 
it is highly developed, has many inherent 
points of sales appeal. It only remains to 
stimulate the housewife’s desire and to turn 
that desire into a sale. 


Home Demonstrations 


Sell Dishwashers 


Women need the dishwasher; it relieves them 
of the most disliked kitchen task. A demon- 
stration of the electric dishwasher in her own 
kitchen convinces any woman that it is a 
most practical time and labor saving conven- 
ience. Dealer records show that over 60% of 
home demonstrations of the Conover Electric 
Dishwasher result in sales. 

Canvassing for home demonstrations is 
neither necessary nor profitable today. Fol- 
lowing up customers who already have other 
major electric appliances ... with the dish- 
washer direct mail campaigns available and 
with personal calls... will develop live leads 
for demonstrations. 


The Electric Kitchen 
Idea 


The complete electric kitchen idea will help 
you sell refrigerators, dishwashers, ranges, 


‘and the smaller appliances. But sales, for 


the most part, will be of one unit at a time. 
An attractive display of the complete electric 
kitchen will visualize for your customers 
their ideal kitchen and thus sell them the 
idea. Each of them can then realize her own 
kitchen on the installment plan—adding a 
unit at a time and her husband will like it! 


The dishwasher for the electric kitchen 
may be either a built-in cabinet or portable 
model. Renters or home owners who already 
have fairly modern kitchen sinks will natur- 
ally not care to pay for additional plumbing. 
They will prefer one of the portable models 
which fill from the faucet and empty electric- 
ally into the sink. 


The built-in models are ideal for new home 
kitchens or for replacing antiquated kitchen 
sinks. They will especially appeal to the class 
of prospect who can well afford to install an 
all-electric kitchen, complete with all appli- 
ances, at one time, 


Conover AA-4+ Portable 
Dishwasher 


The Dishwasher Line 


The Conover line is a short line of practical 
models, both built-in cabinet and portable 
models, which meet the requirements of al- 
most all households. 


Conover portables are popular sellers. 
Truly portable, they require no plumbing 
installation and are easily demonstrated. 
They may be used to demonstrate dishwasher 
convenience to prospects for built-in models 
as well as to sell themselves. 


The new Conover Kitchen Cabinet Model 
KC-4 . . . a combination of an electric dish- 
washer, sink basin and worktop, in a compact 
steel cabinet . . . is virtually a complete line 
of built-in models in itself. It m: ay be installed 

ither as a complete self-contained unit with 
see li or monel metal worktop, as illus- 
trated, or as one unit in combination with 
other cabinet bases under a one- piece work- 
top of any desired material of any length. 


This is possible because the Conover dish- 
washer has no opening through the worktop. 
Instead it has an oven-type door on the front 
of the cabinet which is absolutely watertight. 
There is no break in the worktop. . . its 


( Advertisement) 


Conover TR-4 Portable 
Dishwasher 


entire surface is available at all times. This 
new Conover advantage is only one of the 
many convenience features developed in the 
engineering laboratories of the Conover 
Company—the largest exclusive manufac- 
turers of electric dishwashers for the home. 


Write today for a copy of The Conover 
Dealer Plan Book. It outlines a most prac- 
tical and flexible plan for getting started in 
selling dishwashers. 


Conover KC-4 Model 
Kitchen Cabinet 


Conover will be displayed again this year in 
the Electrical Building at a Century of 
Progress Exposition. 


THE CONOVER COMPANY 


3123 Carroll Avenue Ww 
CHICAGO :: ILLINOIS 
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performers 
for your Summer Campaign.. 


1. The new Everhot Table-Service Electric Cooker 
—styled to meet the vogue in electric table cook- 
ery. Removable aluminum insert—easy to clean. 
Pyrex glass cover—see the food cook. Detachable 
bail-lock to carry the cooker on picnics, motor 
trips and the like. Cheaper to cook with. Saves 
food and time. Provides for a cool kitchen. No 
watching. No. 17, as pictured, $8.95, West of 
Denver $10, list. No. 16, less utensils and rack, 
$7.50—west $8.50, list. 


2. The popular Everhot electric Casserole. Real 


THE SWARTZBAUGH MFG. CO. 
Toledo, Ohio 


table cookery—cooks all kinds of scalloped dishes 
—roasts and bakes. Enameled finish. No. 12 with 
aluminum insert $6.25, west of Denver $6.75. 
No. 7 without insert $5.50, west $5.95 list. 


3. The Everhot Electric Compakt—a complete 
electric cooking appliance. 450 degrees, oven heat 
in five minutes—toasts eight slices in three min- 
utes—bakes and broils by standard cooking 
methods. Equipped with an aluminum roaster— 
oven. $12.50, west $13.50 list. Seven other 
Compakt models listing up to $23.50—west $25. 


Tie in these three star performers to 
your table cooking campaign. Get de- 
tails, a complete catalog and discounts 
from your distributor—or write direct. 


x 
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Sell on sight! .Olym- 
pic Knife Sharpeners 
sharpen any size knife 
like a cutlery expert 
at the press of a but- 
ton. So easy! So 
convenient! No skill 


OLYMPIC 


scratch blades. Keen KNIFE SHARPENERS 


j 
edges last longer. Safe | Will be greatest seller since a Fa a 
to use—save the knife. | invention of the electric iron 
Model K. B. Battery 
operated (You sell 4 
Eveready Cells). List 
$2.80 without bat- 
teries. Model K for 
A. C. current. 


OLYMPIC ELECTRIC 
RAZOR BLADE SHARPENER 


for A. C. Current 


Known from coast to coast as the sharpener 
/ that makes good blades better. Grinds and 
KNIFE SHAR PE ERS strops. Puts a new straight keen edge on any 
Mijih ERS double edge blade. Model E for Gillette and 
other standard blades or Model EG for Gem 


“ STOP SHAVING WITH A SAW” 


We recommend Universally 
Known Eveready No. 950 Extra 
Long Life flashlight batteries for 


best results in all Olympic battery 
operated devices. 


Rapid sales are 
certain. Every 
household wants a 
knife sharpener that really 
sharpens—and without effort. 


Men desire the better, cleaner, 
quicker shave Olympic Razor Blade 
Sharpeners can give them. 


OLYMPIC ELECTRIC 


These handsomely designed, handsomely “Y 4 
packaged Home Utilities are backed by engi- 
neering skill and by a company that guarantees - fh 


sockets to worry about. An excellent 


operated Olympic Product on your counter. It 


; / seller. Model B for all standard double 
makes its own sales—and sells the A. C. edge blades, Model 
Models for you, too. / B. G. for Gem double 


edge blades. List $2.55 
without batteries (You 
sell and make profit 
on 2 Eveready Cells). 


YOU MAKE THE PROFIT from the sale and 
replacement of EVEREADY Batteries; com- 
pound refills and grinding stones. 
NATIONAL ADVERTISING to millions about 
to start. ORDER FROM YOUR JOBBER. 


Readers are invited to write for details and sample 
dealer helps. 


230 PARK AVENUE, NEW YORK CITY 


v 
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OWT Prospects * WANT THIS KIND OF 


SO SIMPLIFIED, SO PRACTICAL, 
SO ECONOMICAL, THAT YOU CAN 
SELL IT .. PROFITABLY .. NOW 


IT’S good business to sell Servel Air 
¢* Conditioning. Because it’s good 
business for your prospects to buy Servel 
Air Conditioning. 

For years, merchants, restaurateurs, 
shop owners and building operators in 
your local territory have known what Air 
Conditioning means—in attracting pa- 
trons—in making them stay longer and 
spend more. Industrialists have wanted it 
—for efficiency of employees—for uni- 
formity of product. Home-owners have 
dreamed of it—for personal comfort. 

Now, in 1934, you can sell all of them the 
thing they want—practical, economical 
Servel Air Conditioning. It’s simple to in- 
stall. The cost and operating expense are 
less than hundreds of waiting buyers ex- 
pect. 

Get the facts about Servel’s advanced 
equipment for every need—about Servel’s 
aggressive sales program. Distributor and 
dealer franchises are still available in 


some centers. Wire or write today for de- AS 


Floor-Type Comfort Unit— 
cools and dehumidifies in 
Summer; heats and humidi- 
fies in Winter: circulates, 
filters, ventilates the year 
*round. 


Suspended-Type Comfort 
Unit—for all-season, heavy- 
duty Air Conditioning. To 
be suspended from the ceil- 
ing or connected to wall 
ducts. 


tails. Servel Sales, Inc., Evansville, Ind. 


SERVEL 
Conditioning 


AND COMMERCIAL REFRIGERATION 


Self-Contained Cooling Unit 
—a powerful, economical 
“package for Summer 
use. Can be installed any- 
where, simply, easily. 
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Sell those 


ECTED 


Customers 


Three-fourths of the farm trade need engine- 
powered wash machines—because their homes 
are not electrified. . . . Here's a tremendous 
market that’s hardly been scratched —“neg- 
lected customers” who don't realize how prac- 
tical and inexpensive a good power washer is! 


will help you get some of this business. Our advertising 
is telling your farm customers about washers equipped 
with Briggs & Stratton 4-cycle Gasoline Motors (“Wire- 


less Power”). At no cost to you it is selling the power 
washer idea to people who trade with you regularly. 


This farm paper advertising will send business straight 
to you, if you 


Hook Up With This 
Sales Campaign 


Use window and floor space to show your trade that 
you handle “Wireless Powered” washers. Prime your 
clerks to point out the Briggs & Stratton 4-cycle Mo- 
tor as a quality feature of the machine. 


This is the year to sell power washers. Don't let any 
of this advertising backing go to waste. Cash in on it! 


Send the Coupon for list of “Wireless Powered” wash- 
ers, and sales suggestions. 


BRIGGS «STRATTON 


Gasoline Motors 
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Almost All 


WASHING 
MACHINES 


WIRELESS POWER 


Here's high 
qualityall 
through — de- 
Pendableopera- 
tion without 

tinkering.” Here's 
theconvenience ofself- 
contained, low-cost pow- 
er where electricity is not 
available. Here's real wash- 
er satisfaction—hecause 
nearly allthe finer makes are 
driven by Briggs & Stratton 
WIRELESS POWER.” 


—they are driven 
by the easy start- 
ing, quiet-run- 
ning, Briggs & 
Stratton Gas- 
oline Motor, 
fou T-cycle 
and 

trouble 

Proof, 


93.5 per cent of all washer 
manufacturers use Briggs & 
Stratton Gasoline Motors 


(4-CYCLE) 
Your Dealer can show you 


a Briggs & Stratton-pow- 
ered Washing Machine. 


& Stratton 
Motors on 
Pumps, mowers, 

Garden tractors, 
and other equip- 
ment using h. p, 


and a written 
guarantee. 
utomatic 
oiling. Fly- 
wheelmag- 
neto -- no 
batteries 


Name 
Address 


Advertisement in 
NATIONAL Farm Papers 
Circulation: 5,900,000 


| BRIGGS & STRATTON CORP., Dept. M4, Milwaukee, Wisconsin 
| Send list of Washing Machines equipped with your motors— 


also further information on “WIRELESS POWER” campaign. 


| Firm Name 


| 
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4 CYCLE Motor 
for Briggs ‘ARTING by nae 
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FREE 
BOOKLET 
Power” and washing machines equipped with it. 7 
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IS THE TIME 


If you haven't already done so— now is 
the time to line up on Century Fans. For 
two reasons: They are built to provide 
everything a fan buyer needs to assuce 
greatest comfort over the longest time — 
and everything a fan dealer needs to 
assure better profits at lower sales costs 
... Full details in Bulletin 44... If you have 
not received Century's new fan sales 


plan, advise us. 


CENTURY ELECTRIC COMPANY 
1806 Pine Street - - St. Louis, Mo. 
Offices and Stock Points in Principal Cities 


FANS 
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A NEw line of beautiful, nickel-plated EVEREADYS 


LOW-PRICED FOR QUICK TURNOVER! 


Big Profits! 


Here’s a NEW Eveready line that’s a natural! 
Beautiful, nickel-plated lights—backed by the AL 
sales-power of the name Eveready—yet priced 

so io that you'll get lightning-fast turnover EVEREADY 
and big, real profits! Eveready has never offered FLASHLIGHTS 
more flashlight value for the money, and your | 
customers will snap them up. Spring, the big 
flashlight-buying season is here. Cash in on it 
with these lights that give you quicker, bigger 
profits. The sooner you order, the more turnover 
and profits you’re going to get, so call your jobber 
today. National Carbon 

Company, Inc. Unit of VEREADY eo 
Union Carbide [fj and FLASHLIGHTS 6 % 
Carbon Corporation. & BATTERIES | : 


NI 
wn 


This good-looking, eye-catching counter dis- 
play is free. Just put it out where your cus- 
tomers can see it...and watch these new 
Evereadys SELL! The display is strong, solid 
and doesn’t take up much space. Your jobber 
does NOT have these displays, so send 

the coupon for yours today. 


YOUR JOBBER WILL NOT HAVE THIS DISPLAY 
SO SEND THE COUPON 


NATIONAL CARBON CO., Dept.71,, 30 E. 42nd St., New York City 


Please send me the free counter display for the new Eveready line. I'll 
order the lights through my jobber. 


Name 
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And 21 in a single day. 


Let the doubters doubt. Let Jake and 
all the skeptics “‘skep.” 

Nevertheless, we have the record in 
black and white—we have the figures 
right in front of us as we write—that the 
Collins Electric Company of Springfield, 
Mass., sold 70 G-E Washers in 14 days 

. and, believe it or not, 27 of those 
sales in a single day! 


Here he is again 


“Oh-oh,” Jake butts in, “those salesmen 
must have gone from door-to-door talk- 
ing the arms off housewives.” 

Jake’s wrong again. The iron fact is 
that most of those G-E Washers—90% 


? [90% 


in truth—were store sal:s, mot canvass 
sales. 

How did they do it? Here’s how: They 
followed G-E’s plan of action. They used 
in their local paper, ads that G-E pre- 


ELECTRICAL 


WE ACTUALLY SOLD 
70 G-E WASHERS 
WITHIN TWO WEEKS 


Windo 


pared for them. They used G-E counter 
displays—G-E window trims. Booklets, 
pamphlets, every bit of promotion ma- 
terial we sent them were plugged until 
the cows came home. 

You may think that the Collins outfit 
were super -salesmen — that once they 
got a prospect they grabbed her sleeve 
until she signed. But no—such is not the 
case. The Collins bunch had no advan- 
tage over anybody else. But they did 
have the will to win. They did have the 
vision to follow through. And results 
were more than worth the effort. 


During the 1934 Spring Drive—the 


GENERAL ELECTRIC 


Home Laundry Equipment 


MERCHANDISING 
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IN TWO WORDS- 


w display that helped sell 70 G-E Washers in 14 days 


of Springfield, Mass- 


for The Collins Electric Co. 


“Prove It” Campaign— you have your 
chance to make a record, too. Special 
sales. plans, promotion material—will be 
sent you free! Mail the coupon, to- 


day. It will bring you all the in- we 


formation. 


MAIL THIS COUPON 


J M. Wicht, Mgr. Home Laundry Equipment 
Sales, General Electric Co., Section H-344 Mdse. 
Dept., Bridgeport, Conn, 


I would be greatly interested in hearing more 
about your line of Home Laundry Equipment and 
the 1934 Spring Drive. 


Name 


Address 
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ADVERTISER’S NOTE: Estate doesn’t claim to have a corner on the 
market for new ideas in electric ranges, but we do claim that the 1934 
Estate Line embodies more really new and exciting features than can be 
found in any other one line. Without display, in the simplest and most 
concise form, a few new thingsare here presented for your consideration. 


5-TUBE RADIO BUILT 
INTO MANTEL BACK 
IS NEW. Adjudged as 
first-grade news by editors 
of newspapers, trade jour- 
nals, magazines, we doubt 
if any other feature of a 
household appliance ever 
won so much free publicity. 


UTILITOASTER IS 
NEW. This device, 
introduced last year, 
has been improved so 
that now it is both a 
toaster and a broiler. 
A grand way to pre- 
pare a small steak or a 
pair of lamb chops for 
children’s luncheon. 


ROLLER-SLID- 
ING DRAWERS 
ARE NEW. They 
roll in and out 
smoothly and 
quietly on _ inter- 
locking tracks and 
rollers of the type used in better metal filing cabinets. 


THE DRAWER-WARMING UNIT IS NEw. 
It converts one of the utensil drawers into an effec- 
tive warming compartment for plates and food. Low 
wattage, high utility. 


THE DESIGN OF 
BROILER PAN IS 
NEW. Upper sec- 
tion is the famous 
Estate double-sear- 
ing-type; extra- 
heavy, rigid and 
deep drawn. The 
lower section is a 
deep, round pan into 
which the juices and grease run. The pan is then 
placed on one of the cooking-top units for the con- 
venient preparation of gravies. 


RECIPE CARD 
FILE IS NEW. 
It hangs inside one of 
the utensil drawers, 
comes completely 
equipped with a set of 
recipe cards, direc- 
tions, index cards; 
takes the place of 
time-and-temperature 
chart, cook book and instruction sheets. 


THESE THINGS 
AREN’T NEW, BUT 
THEY’RE UNIQUE— 
EXCLUSIVE FEA- 
TURES: Single-Switch 
Control (see illustration); 
Estate BALANCED Oven 
Heat; Single-Dial Control; 
independent-unit broiler, 
removable oven bottom 
and side linings; adjustable legs; owner’s monogram 
in chromium letters on the mantel back. 


For detailed information on these and other features of 
Estate Electric Ranges, for color illustrations and com- 
plete descriptions of all 1934 models, write for Cata- 


logue No. 96 to The Estate Stove Co., Hamilton, Ohio. 
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Here’s Mr. Curtis Steuart of L. P. Steuart & Bro., 
Washington, 
879 oil burners during the past three years. The 
Steuart salesroom is shown below. 


D. C., whose sold 


organization 


“We Get 75” of our leads from 
Enthusiastic Fluid Heat Users” 


. says E. W. May, Sales Manager 


L. P. STEUART & BRO. 


“THAT’S HOW we piled up sales of 51 Oil Burners 
in two tough months like January and February” 


RE the customers for whom 

you have installed oil burn- 
ers helping you make most of 
your sales? If not, mail the cou- 
pon. Learn why Fluid Heat deal- 
ers, like L. P. Steuart & Bro., 
Washington, D. C.—one of the 
leading dealers in the country— 
can thank enthusiastic customers 
for somany of their sales. January 
and February were the coldest 
months which Washington has 
experienced in more than a gen- 
eration. And during those two 
freezing months the Steuart or- 
ganization sold 51 oil burners. 


How? Ask Mr. E. W. May, 
Sales Manager. 
Mr. May says: “A prospect 


may say ‘Oh, Yeah!, when YOU 
tell him that your burner is more 
eficient, burns less oil, needs 


practically no servicing. But 
when the temperature gets down 
below zero and YOUR CUS- 
TOMERS brag to their neigh- 
bors, friends and relatives about 
how perfectly their Fluid Heat 
Burners are performing, you just 
can’t help making a lot of sales.” 


There’s not room here to ex- 
plain Fluid Heat’s Rotary Wall 
Flame, Flameflex and other fea- 
tures which keep users’ fuel costs 
and dealers’ service costs amaz- 
ingly low. There’s notroom toex- 
plain why Fluid Heat users actu- 
ally get out and try to sell Fluid 
Heat Burners to all their neigh- 
bors, relatives and friends. Get 
all the facts. Mail the coupon. 
Learn why Fluid Heat will build 
your oil burner profits— NOW. 


Conversion Units 


Oil Burning Boilers 


MAIL THIS COUPON NOW 


Hear Division 


Anchor Post Fence Company 


Baltimore, Md. 


6904 Eastern Ave., 


I’m interested. Send me the facts about why we can 


| 
| 
make more money selling Fluid Heat. 
| 
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BURGESS 


Phillips Lord (Seth 
Parker oftheradio), 
is a pt 
the worl 
on the 
SETH PARKER. 


Aboard the 
"SETH PARKER'= 


“We had a number of things 
vital to safety on board the 

: > Seth Parker when we took 
: her from New York to Port- 
2. Bg land, Maine. But I am writ- 
; ing this letter to you of my 
4 Seth Parker Own accord to let you know 
that we had nothing which we appreci- 
ated more than your Burgess Flashlights. 
I will even say that they had a great deal 
to do with saving my life several times 
on that trip and I will say that they 
actually saved the life of one of my sailors.” 
Signed—Phillips H.Lord.* @ Where de- 
pendability in emergencies is an absolute 
necessity you will find BURGESS Flash- 
lights—and BURGESS Batteries. The 
black and white stripes on BURGESS 
Batteries mean DEPENDABILITY to 
users. And they mean faster turnover 
and more profit to dealers. “PROFIT 
with BURGESS in 1934.” A strong 
Sales Promotion Program will help you. 


*Captain Lord asked us to “please 
state that you have paid me no 
money for this letter nor did you 
ask for it. am writing it 

use I qacessty feel every 

statement I 


"BURGESS BATTERY COMPANY 
FREEPORT, ILLINOIS 


| 
| |_| 
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YOUR Customers are 


buying fans— 

Everywhere, sales of ventilating fans are 
on the increase. Restaurants, hotels, 
clubs of all kinds are spending money 
for ventilation. Are you making any 
attempt to get some of this business? If 
not—what is holding you back? There 
is a substantial commercial and domes- 


tic ventilating fan market in every com- 
munity. This has been demonstrated 
by every electrical jobber or dealer who 


aan ceeeiinane has given even slight effort to the sale 
FULLY ENCLOSED MOTOR— of ventilating fans. 
LARGE CAPACITIES. 


Sell the profitable 


Buffalo Breezo fans are not new nor experimental. They are all- 
steel, rigid, light-in-weight, practically unbreakable. They have 
husky, fully-enclosed motors with plenty of copper in them. 
They require lubrication every 1500 hours only, and rarely re- 
quire servicing of any kind. 


Breezo Fans are made in a complete range of sizes, for com- 
mercial and domestic use. Data Bulletin tells how to estimate 
sizes for various installations, etc. 


WRITE TODAY FOR COMPLETE 
INFORMATION AND PRICES 


BUFFALO FORGE COMPANY 


205 MORTIMER ST., BUFFALO, N. Y. 
In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. FAN 


BUFFALO BREEZO 
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COIN 
METER 


...a NEW— 
simple, 
dependable, 

| low-cost 
TIME-SWITCH 
COIN-CONTROL 


| for 


) WASHERS... 


.. ALREADY ADOPTED AS STANDARD 
BY 3 OF THE LARGEST WASHING 
MACHINE MANUFACTURERS 


Simply insert coin in slot and turn knob—MARK- 
TIME does the rest. It’s years ahead in appear- 
ance, reliability, simplicity, ruggedness and free- 
dom from service. 98% moisture-proof, 99% dust 
proof and 100% foolproof—yet it costs less than 
anything on the market. 


MARK-TIME METERS are interchangeable. A 
special patented feature permits removing and re- 
placing in a minute just as easily as a lamp bulb. 
No time lost—no necessity to tie up a machine for 
servicing. Just carry an extra switch movement to 
snap into frame. 


MARK-TIME COIN METERS are easily attached 
to any washing machine, radio, sun lamp, etc. 
Time can be had in either seconds or hours. Stand- 
ard meter is slotted for two coins—standard is 20 
minutes for 10c. and one hour for 25c. 


Clock switch and meter are complete in a single 
unit. Available also with intermittent feature 
which shuts off clock when motor is not in opera- 
tion. Can be had with or without coin bank. 


Other MARK-TIME SWITCHES are 
available for automatic control of such 
appliances as toasters, washing machines, 
grilles, ranges, etc. 


M. H. RHODES, INC. 
100 Rockefeller Center, New York, N. Y. 


Use coupon below in asking for complete information. 


M. H. RHODES, INC. 

Rockefeller Center, New York, N. Y. 

Gentlemen: Kindly send me full imrematien. including oy and 
discounts, on the NEW “MARK-TIME” Coin Meter. am also 


interested in “MARK-TIME” Switches for controlling the follow- 
ing appliances: 


Address 


Vol.51, No.4 


Addressed to 


Manufacturers: 


Let’s not beat about the bush— 
this is an ad for advertising. 
Maybe last year was an awful 
year. But business will be good 
in 1934—this year. Somebody 
will get more appliance busi- 
ness. Advertising, which helps 
sales, is on the increase. So we 
say, “Get on the bandwagon.” 
Three months of 1934 are gone, 
but you can start advertising in 


the May issue of Electrical 


Merchandising. 


A McGraw-Hill publication 
New York, N. Y. 


330 West 42nd Street 


(=) Fa 
Name Company 
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EROSTEY Cin CAM Cauts— 


——— Ventilated Front 


This feature of all Crosley models 
draws covl air from the front and 
expels warm air from the rear, 


NEW 


SERIES 
--- plus greatly increased "er 


*“usable’’ storage capacity 
LL of the new Crosley models — both & 
Shelvador Series and Tri-Shelvador 
Series — feature the now famous Shel- 
vador. When the Shelvador—an exclusive 


and patented Crosley feature—was first | 


presented to the American housewife over a . . 
year ago, it created the greatest sensation in Model EA-43 
the history of home electric refrigeration. 4.3 cu. ft. NET capacity, 
. ft. s 
Increases “Usable”? Capacity ico 
About 50% one double depth tray. 


Shelvador increases the ‘‘usable’’ food storage space ” 

about 50%. It provides a definite place for small I | 7.00 
items. As an example: in the Shelvador, an orange 
occupies exactly the space that an orange should— 
not the space of a bottle of milk. 


Now Comes “Streamline Beauty” 
All of these new Crosley Shelvador and Tri-Shelvador 
models are streamlined. They fulfill the dream of 
every woman for a refrigerator that does justice to a 
cor heamn, her kitchen, and can be a daily source of *- | 


pride—can be “‘lived with” as well ten years from | 

MODEL EA-35 now as today. i e 

This Crosley Shelvador has a NET capacity Compare These Features } =| 

of 3.5 cubic feet with a shelf area of 7.5 First | the Sent, 

automatically illuminated interior, no-stop defrosting 
oquare feet. It is 21- control (defrosts while refrigerator is operating), Model EA-55 
cube ice trays- 42 cubes in all. It ineor- chromium plated stamped brass hardware of modern * ‘ 
porates all of the Shelvador Series features design, thorough insulation throughout (including 5.5 cu. ft. NET capacity, 
described to the right. Dimensions: 48'14” door), round cornered porcelain interior, white 
high, 23%" wide, 241%"" deep. lacquer exterior with black trimming, ample tray one double depth tray. 
capacity for quick freezing of ice cubes. 
8145.00 
ALL MODELS HAVE AUTOMATICALLY ILLUMINATED INTERIOR 


ADDS THREE ADDITIONAL 
EXCLUSIVE FEATURES TO THE 
FAMOUS SHELVADOR 


N addition to all of the outstanding features of 
the Crosley Shelvador Series described above, 
the Crosley Tri-Shelvador Series incorporates 

three additional features never before combined 
in a home electric refrigerator. 

1—THE SHELVATRAY ... When you want what is be- 

4, ~ VV hind the chicken, merely drop Shelvatray to a horizontal 

en. place the chicken on it and get what you are after. 

Shelvatray (patent pending), an exclusive Crosley feature, 


; saves both steps and stoops. 

2—THE SHEL VABASKET ... Handy for greens, car- 
rots, cabbages, canned goods and the like. Another ex- 

* clusive Crosley feature. Swings with the door. Shelva- 

basket is not refrigerated. (Patent pending.) 

3—THE STORABIN ... A place for potatoes, onions and 

other bulky items. Exclusive with the Tri-Shelvador. 

Storabin is not refrigerated. (Patent pending.) 

In addition to these, the Tri-Shelvador models are equipped 

with a self-closing porcelain door to the freezing chamber. 

Model E-55 Tri-Shelvador (right) has 5.5 cu. ft. NET 


capacity, 11.6 aq. ft. shelf area, 3 ice trays—63 cubes—one 
Model E-43 Model E-70 double a th tray. You must see the a Crosley Shelva- 
4.3 cu. ft. NET capacity, 7 cu. ft. NET capacity, @0r and Tri-Shelvador electric refrigerators to appreciate 
9.15 sa. ft. shelf area. 14.9 sq. ft. shelf area. fully the advancement in refrigerator design, convenience 
2 ice trays—42 cubes— 4 ice trays—84 cubes— and performance that they represent. See your Crosley 
one double depth tray. one double depth tray. distributor = him to show you both — ae 

comparison that occurs to you—your zg judgment wi 
$135.00 8185.00 then dictate which electric scileeatas to handle. All 
models available in full porcelain at slight extra cost. 

Western prices slightly higher 


The Crosley Radio Corporation - Cincinnati W Model E-55 


(‘Pioneer Manufacturers of Radio Receiving Sets) some 7 15 7-00 
POWEL CROSLEY, Jr., President 


Home of “‘the Nation’s Station” —WLW 


| 
IN THE | 
SH Er vanoR, | 
| 
| 
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These popular Bond Flashlights, now in color- 
ful, compact, sales-compelling containers have 
everything that makes merchandise move. They 
have eye-appeal, outstanding value and are 
priced for on-sight selling. 

See these bright-hued containers, the brilliant 
fluted cases individually sheathed in gleaming 
cellophane! Make room for them on your 
counter. Show them. They’ll walk out fast. 


BOND MONOCELL 
FLASHLIGHT 
BATTERIES 


The patented impregnated fibre, dome 
top and safety seal, Bond features, 
prevent short circuits, give stronger 
light, longer life. Novel 36-cell dual 
* billboard display container, 18 cells 
each, keeps them selling. 


257 Cornelison Ave., Jersey City, N. J. 
W arebouses Conveniently Located. . 


7 ways 


tomakemoney 
out of the new education 


TARTING in March — and for 6 


months thereafter—the most exten- 
sive educational program yet tackled in 
Electric Table Cookery will be launched. 


The objective is to educate women on 
the efficiency and economy of electric 
household appliances which are designed 
to perform a specific task—to show them 
how they can save time and energy —how 
they can make pleasant, many tasks which 
would otherwise be considered disagreeable. 


Sponsors of this Program are the Edison 
Electric Institute, and the Heating Device 
Division of the National Electrical Manu- 
facturers Association. They have adopted 
the slogan “Electric Table Service Saves!” 


General Electric is pleased to cooperate 
with you in this vast program. And we 
offer you the following 7 ways of getting 
the most out of this program! 


1—Salisbury Waffle Iron. . .$6.50. 2—Hot- 
point Mixer... $22.50. 3—Treasure Chest 
Cooker. . .$9.95. 4—Feather Weight Iron... 
$6.95. 5—Granville Coffee Maker... $6.95. 
6—Bristol Percolator.. . $6.95. 7—Black 
Knight Toaster. . .$3.50. 


GENERAL @ ELECTRIC 
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. Send details about fast moving flashlight numbers. 
; ® 621 
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Dealer: What’s this . . . magic? 


Hotpoint Redman: Heck, no! Just the 
hottest selling idea in the mixer line. 


Dealer: Talk slower, will you, lightning? 


Hotpoint Redman: O.K. Here goes... 
Take the motor in the average mixer. 
Where is it located? At the top—right 
smack over the mixer bowl, and... . 


Dealer: Where'd you get that hat? 


Hotpoint Redman: This is a business con- 
ference. Now as I was going to say, this 
G-E Mixer is different in principle, dif- 
ferent in design from any other mixer 
that ever wore a price tag. 


Dealer: All right...but how am I poing 
to make money out of a drop of oil? 


IN 
your 


ELECTRICAL MERCHANDISING 


MISTER, | CAN SHOW YOU 
HOW TO MAKE MONEY 


OUT OF A DROP OF OIL 


Hotpoint Redman: Don’t crowd me. I 
was coming to that. Now, take the Gen- 
eral Electric Hotpoint Mixer. Where did 
we put the motor? At the base! Why, 
there’s no more chance of oil dropping in 


food than of an Irishman dropping an H. 
Dealer: Am I catching on, or... 


Hotpoint Redman: Right! The G-E 
Mixer gives you a selling point you can 
drive home for a fare-thee-well! And lis- 
ten to this: The G-E Mixer is now avail- 
able in three color combinations; all 
green; green with cream trim; and cream 
with green trim. 


Dealer: Swell! But—é4ut—who’s going 
to know that except us? 


Hotpoint Redman: Millions! Look in the 
May issue of Good Housekeeping and 
Better Homes and Gardens. Look in the 
me issue of McCalls, out early in May. 

‘ou'll see ads that'll practically knock 


“*Now is the time to buy.’’ 


ra eye out. If you display Hotpoint 
lixers in your store and windows—if 
you tie up with those ads—you'll sell 
your share, don’t worry! Now if I were 


you stock... 


Dealer: Brother, I’m’ way ahead of you! 
Hey, Gus! when those Hotpoint Mixers 
come in put a couple in the big window! 


Write Section E-344, Merchan- 4 
dise Dept., Bridgeport, Conn. 


‘ 
S® 
GENERAL@ ELECTRIC Hotpoint 
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MILLIONS OF 


Need Service this Spring! 


MOTOR BRUSH REPLACEMENTS 


Ohio Vacuum Cleaner Service Kit No. 10 Makes 
Brush Problems Simple on any make of Cleaner 


See your Jobber or write direct to 


THE OHIO CARBON CO. « 12506 Berea Road « CLEVELAND, O. 


the fit 
still survive 


Did you ever compare the classified section of 
the phone book with the directory of the year 
before? It’s an interesting if somewhat dis- 
heartening pastime. You find every year that 


a AN some merchants have fallen by the wayside. 
Correct Preparation > The causes are usually bad management and 
Planned Approach * poor merchandise. 


Fortunately each trade has antidotes for busi- 
ness disaster and failure. Not the least of 
these antidotes are the business magazines of 
each trade. The editorial pages tell a mer- 
chant how to manage his business profitably— 


the advertising pages help a. man buy good 
merchandise. 


THE secret of quick 
sales is thorough preparation. 
Using the Wayne ‘“Coalitosis” 
Book provides intimate knowl- 
edge of the prospect’s heating 
plant before the sales interview. 
And it shocks the buyer into ac- 
tion when you call. Write today 
for more information. 


Wayne Oil Burner Corp. 


701 Glasgow Ave. 
Fort Wayne, Indiana 


WAY NE “THE WORLD’ FINEST Electrical Merchandising 


Try Electrical Merchandising as a prescrip- 
tion. Use its pages as a cure for failure, as a 
stimulant to business survival. 


| — 
VACUUM 
CLEANERS 
Chief Repairs Will Be 

| ES 
| “ES 
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ffee 
Peelet Mixer 


Meat 

det, 
Shred ice, $4.75- 


F E ATU R E ) . The many exclusive and outstanding features of the Hamilton Beach Food 


Mixer are being consistently advertised in leading magazines. The adver- 


- N ATION ALLY tisements shown above are two of a series that will appear this spring. We 


will also continue our exhibit in the Home Planning Building at the 1934 


Century of P . 
ADVERTISE D ‘Profe-Protectig Policy-—Biamilton Beach Food Mixers are sold only 


through wholesaler and retailer. One price and one policy protects your 
profit on every sale. Get behind the mixer that offers you advertising sup- 
port, exclusive selling points and a profit-protecting policy. Hamilton Beach 
Manufacturing Co., Racine, Wis. 


HAMILTON BEACH 


85 | | 
> 
| 
| 
ONLY HAMILTON BEACH / , | 
ATTACHMENTS 
They can be purchased Lift ging speeds one band. 
with the or — 
below! “Bowl Control” is only one of the many reasons why a Hamilton Beach PRICE 
Juice Extractor» $2.75 Food Mixet produces better results — and is easier use. It regulates 
ml Gandere® 3% the revolving speed of the bow! and shifts the bow! back and forth so 
OO that beaters are in any position desired — from the center the very ATT aAcHM ENTS 
edge- simply move the “Bowl Control” lever while mixing — without The new 
removing bow! of stopping motor. This exclusive feature prevents we 
Sur $553; mixture from piling up in the middle of around the edge of the bowl. aid. rhe 
Peter. Thick of thio mixtures may be thoroughly mixed — uniform results the or separately 
Power Unit to at followins prices: 
with attachments, a Hamilton Beach Food Mixer used in prepar- Meat 4.00 
ing every meal. It saves time, labor and ingredients: See it at your Slice 
dealer's — have him explain its many exclusive and outstanding advan- 
T rages» such as bowl control and one bana operation. And remember, the 
wamitton’ peach MFS- Racine, wis. Crindet, 
PON 
H AMIL MIXER 
| 
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You'll find the 


BETTER 
APPLIANCE 


PF equipped with 


Nich 
and 
Driver-Harris 


(approved) 


HEATER CORD 


Complete Excellence 


DRIVER-HARRIS COMPANY 


HARRISON, New JERSEY 


Opportunity for HOT WEATHER PROFITS! | 


FLAK-MAKR 
ICE MILLING MACHINE 


Electric (shown) and manual models. 
Cuts ice bills as much as 4, users say. All 
claims thoroughly verified. Pays for it- 
self. Improves soft drinks and foods. 
Necessity for soda fountains, restaurants, 
hotels, etc. Priced from fifty to one hun- 
dred dollars. Big season starts May. 
Valuable territorial franchises open. 
Write at once if interested. 


HARMON . SPECIALTIES CO. 


Div. of B. A. Hayes & Co. Inc. 
Southgate Terminals NORFOLK, VA. 


ask UR advertisers are really a 
very agreeable group—natur- 

"em ally, they can’t always put into 
each advertisement all the details 

f and information that readers want. 
or But if you'll drop them a line, men- 
tioning that you’re a reader of 

more Electrical Merchandising, they'll be 


glad to tell you more about their 
products and plans. 


details 


Vol.51, No.4 


NOW READY— 
What the electron is: 
ga how it works 


For student, engineer and general 
reader this book presents a clear, simple 
explanation of the intricacies of elec- 
tronics—tells, in everyday language as 
far as possible, what electrons are, how 
the various tubes and cells function in 
harnessing them, and how these devices 
are applied in industry and biology. 


FLECTRONS 
AT WORK 


A Simple and General Treatise on Electronic Devices, 
Their Circuits and Industrial Uses 
Charles R. Underhill 


onsulting Electrical Engineer 
354 pages, 6 x 9, 220 illustrations, $3.00 


HE book purposes to guide those interested in the tre- 

mendous possibilities of electronic devices and to stimu- 
late manufacturing executives and engineers to grasp the 
opportunities presented. 


It outlines fundamental principles, 


—describes the known characteristics of electrons, 

—tells what an electronic tube is and how it functions, 

—discusses the three fundamental circuit-phenomena of electronic 
tubes, 

—treats of electronic tube circuits and their applications, 

—describes electronic lamps and suggests their possibilities, 

—takes up gaseous-discharge tubes, 

—discusses the various types of photoelectric cells and their char- 
acteristics, 

—shows the general methods of using photoelectric cells for auto- 
matic control, regulation, testing, counting, sorting and grading, 
measuring, recording, etc. 


The book also includes chapters on Cathode-ray tubes, on 
invisible light and on X-rays. 


The treatment throughout is as simple as is possible without 
sacrifice of accuracy; mathematics and complex circuits are 
almost entirely avoided. The index offers a complete 


glossary-guide for reference. 
See it 10 days on approval—send this coupon 


ON-APPROVAL COUPON 


McGraw-Hill Book Company, Inc. 
330 West 42d Street, New York City, N. Y. 


Send me for 10 days’ examination, subject to approval or return. 
Underhill—Electrons at Work. At the end o s I agree 
to pay $3.00 plus a few cents for postage and delivery, or return 
the book postpaid. (We pay postage on orders accompanied 
by remittance.) 


City and State 


Position 


Company 
(Books sent on appreval in U. S. and Canada enly). 
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ELF-ADJUSTING 
LEVERLESS 
WRINGER 


This exclusive One Minute self-adjusting leverless wringer gives 
you new selling features found in no other wringer. Wringer 
operations are instantly controlled by top bar. Rolls are put in 
motion—or reversed— instantaneous safety release operates— 
wringer is locked in positive position— drain board is automati- 
cally adjusted to correct wringing position. Both rolls stop when 
wringer is released or control is in neutral—impossible to start 
wringer until it is locked in position. 


DE LUXE = 
MODEL 270 
The De Luxe Model is different | When you inspect the One Minute line, you will understand why dealers call it 


and is outstanding because it is America’s fast selling line of washers—it means that One Minute dealers are able 


ceteee Se to close practically all sales. It helps them increase net profits. 


Wringer—Giant Hi-Vane fast The complete line includes a real leader model. Each machine is an outstanding 
washing agitator — large 23’ value in its particular class. A new standard of value is found in the finer and 
ae ae action tub which Letter One Minute Models. The One Minute will bring new customers to your 


wale pt in dite store. You will sell the higher priced models because they give the public better 


is the combined result of many values. 

new and advanced improve- Model 140C Electric 
Model 150C Electric 
Model 160C Electric 
Model 270 Electric 
Model 151C Gas Motor 


At slight additional cost 
any One Minute Electric 
Washer is available with 
the new One Minute 


The One Minute Twin Drain 
Tub and dual purpose folding 
stand is popular with every 
ousewife who sees it. This is a 
better drain tub laundry unit. 
This $10.00 retail value is offered 
our dealers at an amazingly low 
cooperative price—it will help 
ou close many profitable One 
inute Washer sales—Write for 
complete information today. 


ONE MINUTE WASHER CO. 


ROOM 22, BERGMAN BLDG. 
NEWTON, IOWA 
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McGRAW-HILL PUBLICATIONS 


American Machinist . . . for machin- 
ery and metal product manufacturers 
. . « business and technical magazine 
of the metal-working industries. 


Aviation . . . covers all business and 
technical developments in private and 
industrial flying, including produc- 
tion, operating, and maintenance. 


Bus Transportation . . . for executives 
of transportation companies operating 
and maintaining buses in common 
Carrier service. 


Business Week . . . gives the busy 
executive all important and significant 
business news in one publication . . . 
quickly . . . accurately .. . tersely. 


Chemical and Metallurgical Engi- 
neering . . . for the chemical engi- 
neer . . . covers production, technol- 
ogy, marketing, finance, economics, 
and management. 


Coal Age. . . devoted to the operat- 
ing, technical and business problems 
of mining and marketing coal. 


Construction Methods . . . an illus- 
trated review of current field practice 
and equipment used in all general 
and special construction activities. ~ 


Electrical Merchandising . . . serves 
the electrical appliance trade . . . 
electrical retailers and wholesalers. . . 
helps them become better merchants, 


Electrical West . . . serves the spe- 
cific interests both of engineering and 
of selling in the electrical industry of 
the eleven Western States. 


Electrical World . . . for electrical 
engineers . . . weekly business and 
technical coverage of electrical indus- 
try activities, including all phases of 
generation, distribution, and utiliza- 
tion of electricity. 


Electronics . . industrial design, 
engineering and manufacture of radio, 
sound, and communication equip- 
ment. Features new applications of 
electronic tubes. 


Engineering and Mining Journal .. . 
complete and authoritative technical 
and market publication of mining, 
milling, smelting and metal refining 
industries. 


Engineering News-Record . . . lead- 
ing weekly =a of civil engi- 
neering and construction, covering 
news and technical performance. 


Factory M 9 t and 
nance . , . all phases of plant opera- 
tion . . . Management, production 
and services including maintenance of 
electrical and mechanical equipment. 


Food Industries . . . production, ope- 
ration, engineering, and distribution 
in food manufacturing and processing 
plants of all kinds. 


Power . . . every phase in the pro- 
duction and transmission of power in 
any form, including all prime movers, 
and auxiliary equipment. 


Product Engineering . . . for engi- 
neers and executives who create, de- 
sign, and develop machinery and 
“‘engineered"’ metal products. 


Radio Retailing . . . home entertain- 
ment merchandising . . . for retailers 
and wholesalers of radios and allied 
products, and their service men. 


Textile World . . . business and tech- 
nical, edited generally for the textile 
industries, and specifically for cotton, 
wool, silk, rayon, knit goods, and 
processing. 


Transit Journal . . . engineering and 
business magazine of local transpor- 
tation, electric cars, rapid transit, 
buses, trolley buses, and taxicabs. 


McGRAW-HILL PUBLISHING COMPANY, Inc. 
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“KEEP ALERT” 


1934 


HOW ABOUT YOU? 


In 1933, 230,000 key men in business and in- 
dustry decided to make sure they know what's 
going on in their fields. So they joined the 
thousands of others who are keeping alert by 
reading McGraw-Hill publications regularly. 
To these men now comes each week or each 
month (as the case may be) news of the latest 
developments that concern them and their jobs. 
New products, new marketing ideas, new pro- 
duction twists. Descriptions of the important 


be 


jobs that are being done or have been done in 
their fields. Reports and interpretations of 
legal, financial, political events that have a 
bearing on their work. All this written and 
edited by men whose names command respect. 
Are you and your department heads taking ad- 
vantage of a McGraw-Hill service? Or does 
your business news still come by the “‘grape- 
vine” system . . . days or weeks or months 
after your competitors have read it and used it? 


1934 will be a year of opportunity—for those who know 
how to grasp it before the other fellow. Don’t be left be- 
hind. Resolve now that you and your employees will keep 
abreast of today’s rapidly changing conditions—will know 
what to expect next by following closely what has just hap- 
pened. An excellent plan is for your company to adopt 
such a program as this: 


1. Follow the latest developments in your own profession, 
business or industry by reading regularly the leading paper 
in your field. 


2. See that your department heads read regularly publica- 
tions pertaining to their jobs, whether in management or 
operation, production or maintenance. (See list of Publica- 
tions opposite. ) 


3. Ask to have a McGraw-Hill representative explain the 
various editorial features and services of the publications. 


4. Keep in touch with the McGraw-Hill Book Company for 
the latest books on business and technical subjects. 


Mail the Coupon Today! 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York, N. Y. 


Please enter my subscription to the following publications and bill me with the Grst 


issuc 


OD Please have your Circulation Man call on me to explain McGraw-Hill Service. 


Or please send me, without obligation, the material checked below. 


0 Sample copies of the following publications 


Descriptive folter of all McGraw-Hill Publications 
0 Catalog of McGraw-Hill Books 


New York - Boston: Philadelphia - Washington Greenville Cleveland 
Detroit - Chicago - St. Louis San Francisco - Montreal - London 


sees 
TITLE 


ADDRESS. 
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FOR THE SERVICE MAN 
WHO MUST KEEP UP-TO-DATE 


a comprehensive, and authori- 
taitve handbook of radio princi- 
ples, and circuit practice 


Henney’s 


RADIO 
ENGINEERING 
HANDBOOK 


Prepared by a staff of 22 specialists 
Editor-in-Chief, KEITH HENNEY, Associate Editor, Electronics 
Author, Principles of Radio 


583 pages, 44x7, 507 illustrations, $5.00 


EVER has the radio art moved so fast. Never has it 
been so important for the service man to keep abreast 
of this art. Introduction of new circuits and tubes has com- 
pletely changed the tactics a technician must employ. 
Receivers are built on circuits never heard of two years— 

- one year ago. The service man must keep up-to-date. 


This radio book does just that—it equips the reader for 
present-day practice. It is more than a handy compendium 
of formulas, curves, characteristics, graphs, tables, etc.; it is 
a complete treatise on modern radio engineering practice. 


5 important features of this book 


The book is thoroughly technical, it has hundreds of circuit diagrams, and is not so 
mathematical as to be unreadable or impractical. It emphasizes design; not pictures 
of apparatus. 


Every section has been written by an expert, chosen for his knowledge of the subject. 
In many cases the authors are daily engaged in the design, manufacture or operation 
of the apparatus they describe. 

The scope is broad, it covers fundamentals but is not a text book, it is a workman’s 
book in which all manner of practical information is put in usable form. Material 
ont Chad found in no other book will be found here in concise form. 

3. Resistance It is up to the minute. It discusses class B amplifiers, variable-mu tubes, composition 
4. Inductance resistors, design of scratch filters, tone control circuits, tank circuits, transmission lines, 
5 
6 


Table of Contents 


1. Mathematical and Electrical 
Tables 


. Capacity copper-oxide meters, vacuum tube voltmeters, timing axes for cathode ray tubes, mag- 
. Combined Circuits of L, C, netrons, dynatrons, autodynes, compensating audio amplifiers, aircraft radio, tele- 
and R. vision and facsimile, etc., etc. 

The book is convenient in size—another proof that it is made for the practical man. 
It’s 583 pages, 507 illustrations, many tables and “short-cuts’ are in such form that 
little time will be required to find the desired information. 


7. Measuring Instruments 5 
8. Vacuum Tubes 

9. Oscillating Circuits 

10. Detection and Modulation 


11. Audio-frequency Amplifiers See it 10 days on approval 
13. Receiving Systems Every technician interested in his job, whether in designing, manufacturing, or 
14. Broadcasting servicing radio equipment of any nature should see this book describing circuits 
15. Rectifiers and Power-supply in use today, or soon to be widely used. 
Systems 
16. Loud-speakers and Acoustic McGRAW-HILL FREE EXAMINATION COUPON 
we —<_ McGraw-Hill Book Company, Inc., 330 West 42nd St., New York, N. Y. 
«os : Send me Henney’s Radio Engineering Handbook for 10 days’ examination on approval. 
18. Code Transmission and Reception In 10 days I will send $5.00, plus a few cents for postage and delivery, or ae book 
19. Television postpaid. (We pay postage on orders accompanied by remittance.) 
20. Facsimile Transmission N 


23. Sound Motion Pictures 


(Books sent on approval in U. S. 


NGINEERING 
nd Canada only). 


April, 1934 ELECTRICAL MERCHANDISING 


SEARCHLIGHT SECTION 


EMPLOYMENT : BusiINEss : OPPORTUNITIES : eauipment—usep or RESALE 


UNDISPLAYED—RATE PER WORD: INFORMATION: DISPLAYED—RATE PER INCH 
Positions Wanted (full or part-time salaried 


Boz Numbers in care of any of our New 2 Mee wccosos 
yg he Pe York, Chicago and San Francisco offices 2 to 3 inches.. 
advance. count 10 words additional in undis- 4 to 7 inches..... 
on played ads. Bates for larger spaces or yearly rates, 
ions Vacant ther classifica- on request. 
tions, 15 cents a word, minimum ch Discount of 10% if full payment is made in 
$3.00. advance for four consecutive insertionsof 4" ®dvertising inch is measured 


3 col 
undisplayed ads (not including proposals) . he 


Proposals, 40 cents a line an insertion. 


inch 
Electrical Merchandising. 
COPY FOR NEW ADVERTISEMENTS ACCEPTED UNTIL NOON ON THE 25TH FOR THE ISSUE OUT THE 1ST OF THE FOLLOWING MONTH 


SALESMEN WANTED 
Send for 64-Page Catalog f Factory Representative or Salesmen Wanted 
Mustwoting 600 Washing Machine Parts oe To handle manufactures’ line of electric Kmas 


tree lighting outfits and wreaths, on commission 
basis. Write fully, giving experience, territory, 
lines now being handled, etc. SW-523, Electri- 


cal Merchandising, 330 West 42d St., New York. 


PROTOS ELECTRIC *VACUUM CLEANER 
Enclosed filter type. High vacuum. Four models. 
Many outstanding selling points. 
Write for proposition. 
MORRILL & MORRILL 
ae OR WIRE US—NOW! Sole U. 8. A. Distributors 


SCULLY-JONES & CO., 1905 S. Rockwell St., CHICAGO, ILL. tuto 


Unusual Sales Opportunity 


Old established nationally known washer 
manufacturer offers plan in few localities 
to established dealers or to washer sales- 
men with capital. Write 


s 
Send for your copy of new price list. RA-522, Electrical Merchandising 


SERVALL COMPANY, 4409 Seyburn Ave., Detroit, Michigan 


QUALITY REPLACEMENT PARTS | . ARMATURE REWINDING PARIOGR WANTED 


All Vac. 125 each Lots 6 1.15. Lots 12 1.10. established. and’ with the present 
NO RECLAIMED MERCHANDISE : Price on Washer, Refrigerators of Working town of 


9,000 people in state of Virginia; good manufac- 
Write fer Conshite Cataiaane Brushes rebristled, each 25c. turing town employing 4,000 people. Capital 


Parts for all Vacuum Cleaners. — « itm on business. A real investment 
er man. 
REPAIR PARTS & REPLACEMENT CO. RELIABLE SUPPLY CO. BO-521, Electrical Merchandising 
1214-18 N. Wells St., Chicago, 8333-35 12th Detroi 520 Non "ietthigan Ave., Chicago, Ill. 


th St... Detroit, Mich. 


LECTRI TRAINED MEN AVAILABLE 
Set. You No “We. have competent, 


Placement Bureau. We have competent, trained 

3 Vac. Arm., $1. MY 10% re. = ote graduates available in every locality, to meet your 

LoncEeR NEED Hoover, $1.5 requirements. With or without experience. No charge 
Drill paar Motor nies on Antica to the men or to you. Write, phone or wire. 

on ° ” 2 Also Vac. Repair Parts. UTILITIES ENGINEERIN TITUTE 

Searchlight” Advertising A Trial Order Will Satisfy. — 


Placement Division 
Sturtevant, Detroit, Michigan Wells at Kinzie Street, Chicago 


RADIO CONSTRUCTION LIBRARY 


Including Construction of Short-Wave and Television Sets FREE 
By MOYER and WOSTREL 
3 Volumes, 1087 pages, 6 x 9, 605 illustrations EXAMINATION 


Volume 1. Practical Radio. Presents the fundamental principles 
Easy terms 
of radio so clearly and simply that anyone of average training will be hi 
able to understand and apply them. Deals with recent developments in Send this coupon 
television, including devices for its practical application. Latest types 
of photo-electric cells and neon glow tubes for television services, newer 


types of receiving tubes especially those for operating with alternating 
current, etc. 


McGraw-Hill Book Co., Inc., 330 West 42d Street, New York 
Volume 2. Practical Radio Construction and Repairing. Discusses 
fully all the elemental principles of radio construction and repair. In- Gentlemen:—Send me the RADIO CONSTRUCTION LIBRARY, all 
eludes such subjects as: Sources of electricity for radio tubes—Audio charges prepaid, for 10 days’ Free Examination. If satisfactory, 
frequency amplifiers—Construction of impedance coupled and ‘“‘Univer- I will send $1.50 in ten days and $2.00 a month until $7.50 has 
sal" four type receiving sets — Short-wave receiver — The television been paid. If not wanted I will return the books at your expense. 
receiver—and many others. 


Volume 3. Radio Receiving Tubes. Clearly explains the essential Home Address 
principles underlying the operation of vacuum tubes. Includes complete 
information on the newest types of radio tubes and improvements which City and State 
have been made in tubes already in general use. Gives complete descrip- Name of Company 
tions of apparatus required for radio receiving sets and for industrial Occupation 
equipment: also of devices utilizing radio receiving tubes as essential 
parts. 


(Books sent on approral in UC. S. and Canada only.) 
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Fully abreast of the times, Diehl Fans, this year as | 
in the past, have everything that makes fans sell 
and satisfy. They possess mechanical perfection | 
that creates goodwill by good performance. 
Their beauty harmonizes with any decorative | 
scheme. A half-century-old reputation for quality, 
powerful sales helps and effective display material 
make sales. A type and size for every prospect 
helps close sales quickly. A nation-wide chain of 
district offices and sales representatives together 
with complete warehouse stocks insure effective 
cooperation with jobbers and dealers everywhere. 


Write for the new 1934 catalog to the Diehl 
Manufacturing Company, Elizabethport, New 
Jersey. District Offices or Sales Representa- 
tives located in Atlanta, Boston, Chicago, 
Columbus, Dallas, Detroit, Los Angeles, New 
York, Philadelphia, San Franciscoand St. Louis. 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 


THE SINGER MANUFACTURING COMPANY 


DIEHL 
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| ALPHABETICAL INDEX TO ADVERTISERS 


This index is published as a convenience to the reader 
Every care is taken to make it accurate, but Electrical ; . 
assumes no responsibility for errors or omissions. 


» Page } Page 
| Altorfer ee 30-31 | Kelvinator Corp. ........... 5-6-7-8 
American Tel. & Tel. Co....... 23 u 
American Weekly, The......... 9| Leonard Refrig. Wale 20 
| Anchor Post Fence Co Lovell Mfg. re 

McGraw-Hill Book Co........86-90 
Bond Elec. Co.. 
Briggs & Stratton ‘Corp. ..+ 73| National Carbon Co............ 75 
Buffalo 79 | Nineteen Hundred Corp........ 2-3 
| Century Electric Co. . 741 Ohio Carbon Co... . 84 
| Chase Brass & Copper ¢ 10-11 | Olympic Industrial Corp. . 
| Commercial Credit Co. -++++ 27 | One Washer Co. 87 
| Conover Co. . 
| Crosley Radio Corp. baubles caeaieineteais 81 | Rhodes Co., M. H....... . 80 
aside Sock Come Stewart-Warner Corp. ......... 12 
Diehl Mfg. Co...... esse Sunlight Electrical Co........... 13 
| Driver Harris Co............--. 86 | Swartzbaugh Mfg. Co 
| General Electric Timken Silent Automatic Co. ..24-25 
Electric Refrigeration Bureau..... 26 | Wayne Oil Burner Corp........ 84 
| Electrical Testing Lab's. .Back Cover 
| 77 | Zenith Machine Co.............. 92 
| Frigidaire Corp. .......Front Cover a 
| Geier Co., BP. 16 
| General Electric Co. SEARCHLIGHT 
(Edison Mazda Lamps)....... 32 SECTION 
| (Home, Equipment) . 76 
(Hotpoint . .. 82-83 
| (owpolat Refrigerators) ..... 14 Classified Advertising 
** Classification Page 
| 58-59 EMPLOYMENT................ 1 
Haag, Bros. 4| USED AND SURPLUS 
Hamilton Beach Mfg. Co....... 85 EQUIPMENT. . 91 
Harmon Specialties Co.......... 86 Repair Parts & Replacement Co. 91 
Horton Mfg. Co. .Inside Front Cover | Seryall Co.... _ o1 
Hoskins Mfg. 67 | William Electric. 
Reliable Supply 91 
15 | Scully-Jones & 91 


The washer with everything 
your competitors offer and 
many advantages besides. 


Zenith Patent 
Overhead Agitator. 


1. 


Zenith Patent 
Clothes Separator 


THREE 
EXCLUSIVE FEATURES 


Goop Marcin’ Low Service Costs 3. 
Users 


ZENITH MACHINE COMPANY 


Makers of twenty years. 


| 
| 259 So. Ist Pome East, L Duluth, Minnesota 
| New York 


Chicago 
20 Vesey St. 1416 Merchandise Mart 


EXPORT SALES DEPARTMENT: 
Koom 1130, 201 No. Wells St., Chicago, Illinois, U. 8. A. 


Cable Address: ZENIMACO, Chicago 


S NEW 
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Delco Sealed Lubrication not only prevents 
over-oiling and leakage on the windings, 
but retains oil during shipment, installa- 
tion, and operation. Delco Vulcanized 
Rubber Cradle Mounting maintains Delco’s 
appreciated quietness and also curbs all 
tendency to shaft mis-alignment. The No 


Delco Products Cor 


FEATURES 
WITH 
DELCO MOTORS 


poration 


MERCHANDISING 


Vulcanized Rubber 


End-Play Noise feature, assured by the cork 
thrust cushion, is a self-evident advantage. 
These three features, plus Delco’s recog- 
nized quality, mean much to consumers’ 
satisfaction with those appliances that are 
Delco powered. And only Delco Motors 
can provide all three of these features. 


- Dayton, Ohio 


— 
—_ No End-Play Noise | 
Sealed Lubrication 
| 
J 
. 
| 
4 


Where do advertisers and mer- 
| chandising men stand? If they 
| want to be Bourbon, let them use 
| the same old copy, same old appeal, 
making the public jump through 
their hoops. But sooner or later 
the jaws of the Washington nut 
crackers will crunch down on them. 

Printers’ INK says “Let's Face 
| the Music.” Suppose you did. Sup- 
| pose you played with the consumer 
and not against him, that you gave 
him quality standards, that you 
| labeled your goods accordingly, 
that you adopted the policy of 
making it easy for the consumer to 
buy what he wants, not what you 
want to sell him 

In the kind of nationally con- 
trolled economy we are going to be 
living in, and that not too far in 
the future, the business men who 
play ball with the consumer for 
| the consumer are going to get the 


only kinds of good pickings this e * 

managed economy of ours will be ¢ ¢ 99 
able to tolerate if it is to keep 00 ZC. Zh AY 
solvent. 


| The three final paragraphs of 
an address by Dr. Robert Lynd 
“NEW DEAL CONSUMER: A 
STUDY AT CLOSE RANGE” 
before a meeting sponsored by the 
American Management Association 


. a8 reported in the March 22 i 
BA, AG For manufacturers of, and dealers in, 


electrical appliances who desire the 
good pickings from the ball playing 
referred to by Dr. Lynd— 

—the specifications are available 
—the testing facilities are available 


—the tags now being used are avail- 
able 


—to the end that THE NEW DEAL 
CONSUMER may KNOW BY 


no y/ TEST 


| | 

| | 

lest 

| Electrical Testing Laboratories 

| 80th Street and End Ave. 

| New York 


